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GRANDMOTHERS AND BALL GAMES to the contrary— 
there are office boys who love to do good work and 
are proud of the good work they do. 

The heart of a good office boy leaps—his soul ex- 
pands— when he is put in charge of the Mimeograph 
duplicator. Here is opportunity to create—to sculp- 
ture letters, sentences, ideas on paper. Here is strong, 
responsive machinery that under a boy’s hand and eye 


puts black ink on white paper—and here is born some- 
thing to say, to sell, to send to somebody. Thrill of 
creation, love of sturdy, fine machinery, feel of crisp 
paper, clean smell of ink 

—those are things men love and loved as boys— 
they’re all in this kind of work. 


A. B. DICK COMPANY, CHICAGO, ILLINOIS 
Distributors in Leading Cities 


MAKE AND [ OR SAVE MONEY WITH THE Mimeograph duplicator 


MIMEOGRAPH is the trade-mark of A.B. Dick Company, 
Chicago, registered in the U.S. Patent Office. 























REPORTORIAL: 


IF ANY APOLOGY to the readers of The 
Reporter is necessary .. . here is an 
explanation (not apology). Several people 
have wondered why I became involved in 
the present propaganda fight. Several have 
even cancelled their subscriptions saying 
they were “not interested since [ took up 
politics.” 


My only apology is . .. that I didn't 
swing into the propaganda fight sooner. 
We realized the seriousness of the mailing 
fraud months ago. We can get along with- 
out the few subscribers who think that a 
protective attitude toward the mail 
and America . .. can be construed as 
politics. 


The German propaganda campaign paved 
the way for hysteria in business. It is 
having full effect now. During the last 
few weeks, | have been contacting person- 
ally some of the leaders in the Mail Order 
(or Direct Selling) field. If I published 
the real figures showing the decline in 
mailing volume and the decline in results 
from even the reduced volume . . . you all 
might have a hemorrhage. 


The Reporter is not a scandal or scare- 
monger and neither are we pollyanna-ish. 
We elected to fight the German and Com- 
munistic propaganda because, after thor- 
ough investigation, we were positive that it 
was hurting the Direct Mail business, all 
business, and the peace of our country. 
Since The Reporter seems to be the only 
magazine devoted exclusively to upholding 
the finer ideals of the Direct Mail field, I 
have a logical right to devote space to 
anything that is injuring the use of, and 
results from, The Mail. That’s our plat- 
form ... and we will stick to it. 


We have been attacked from only two 
sources. The German source is revealed 
in this issue. (See center insert.) The 
other source is too strange and unexplain- 
able to reveal until we have more devel- 


opments. 


We admit now that hope for prompt, 
decisive action on part of Government au- 
thorities is s/im even though “authorities” 
froth at the mouth because of their legal 
impotence. The Post Office can act promptly 
if you try to steal money by mail—but 
they are powerless if all you want to do 
is—steal the United States of America. 
Some new law, or a loophole in present 
laws, must be found. All I can promise is 
. to continue the fight in spite of all 
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threats, and to keep repeating (not sacri- 
ligiously) “God Damn the Destroyers of 
Peace.” 


But ... don’t any of you think for a 
minute that we are being side-tracked off 
our main objective of reporting Direct 
Mail ideas and activities. Our staff is con- 
centrated more than ever in getting the 
best and most authentic ideas for you. This 
issue may prove it. We give you about 
five pages of information about South 
America . . . because South America may 
be of increasing importance to you and 


you and you. 


Editors 
are urged to read this issue carefully. You 


House Magazine particularly 
people, collectively, may hold one of the 
keys to keep business wheels turning .. . 
if you get what I mean. (See small item 


bottom page 24.) 


What’s ahead? Who knows? I know 
that those who know Direct Mail strategy 
to its fullest extent have the most powerful 
selling weapon for these days of quick 
changes and concentrated drives. Don’t 
give up! Take a tip from the Germans. 
They learned the power of Direct Mail and 


have been using it to a faretheewell. Just 
. . . be smarter. 


All of you should remember the dates 
of the 23rd Convention of the Direct Mail 
Advertising Association, October 2, 3 and 
4, Chalfonte Haddon Hall, Atlantic City, 
N. J. It should be a serious and valuable 
gathering. All long winded speeches 
This should be a 
time for concise, round-table discussions 
on the best Direct Mail techniques for 
present day conditions. If Ernst Schmitz 
is still in the country then . 


should be eliminated. 


.. Td even 
be willing to listen to his attempt to jus- 
tify his Direct Mail strategy. That would 
be a session to go down in history. 


H. H. 


Last minute tip: Watch for the new Ger- 
man propaganda strategy ... all planned 
and now swinging into action. Idea is 
.. to convince American business men 
that they better play ball with a winner 
. and not fraternize with a loser. Idea 
is ...to make Americans afraid to an- 
tagonize Hitler because he “may remember 
it.” The appeal—appeasement with profit 
motive. We also learn that the Germans 
are looking for a new Public Relations 
expert—since the usefulness of some of 
present agents has diminished due to pub- 
licity. Who wants the job? 
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Service 





ir. Renry Hoke 

Direct Nail Center 
. 17 East 42nd St. 

New York, N. Y. 


Dear Henry: 


It was not until today that I got 
around to reading the last isshe of the Reporter, and I 
hasten to compliment and commend you for your fine edi- 


torial "War in the Mails". 


210 NEWBURY STREET 


BOSTON. MASS. 


S y 
Ww 


June 27, 1940 





It is utterly amazing how "lulled to 
sleep" our whole country remains so far as propaganda 
efforts of Germany and Russia are concerned. 


Certainly, no one who knows anything 
about advertising can accept the viewpoint that this 
sort of thins may be permitted to continue without se- 

ious dancer to our country and its institutions. 


The percentage of converts on each 
mailing may be low, but you and I both know that persist— 
. : 


ent hammering through the mails has a most telling effect 


= . ra) i: - 
over a period of time. 





Again my Congretulations for your firm 


and honest stand, and if you 





ink of any spot where I 


might offer a worthwhile contribution, please let me 
knove 7 
Sincerely yours, . 
Ps : L ; 
Jn PLP y F 
P.T.Pabson 
iCP 
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BECAUSE THIS LETTER seemed symbolical of 
most of the encouraging messages received 
since appearance of “War in The Mails” 
article . . . we asked for (and received) 
permission to reproduce it. Paul Babson 
has put his finger on the three important 
points. (1) America has been “lulled to 
sleep.” (2) Propaganda will injure busi- 


. 





ness and security. (3) Persistent propa- 
ganda is having its effect. Incidentally— 
letters from Paul Babson are always a 
pleasure to receive:—good paper and en- 
velope, two color letterhead . . . and the 
typing is typographically perfect (not to 
mention the wording). Watch your per- 


sonal letters . . . and make them perfect. e& 
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A LETTER TO THREE SONS 


Dear Boys: 


It won’t be for very long I can call you that. You have grown fast. It 
seems so short a time since we built the trains in the cellar and packed 
them away to hold for little future-fellows. The world moves so fast these 
days . . . we've all had to grow up quickly . . . and you must look at your 


new world with eyes more mature than mine when I professed youth. 


Its time for us four to have a “bull-session” and find out where we 
siand. Ill put my end of it in a letter because: 


1. Habit has made that the best way to express my thoughts. 


2. A session like this might have interruptions—what with radio, 
telephone, dances, business and other incidentals of living. 


3. Tve found that other fathers are worried about the same identical 
thing that bothers me . . . so maybe we can develop an idea that 


might be helpful to other sons. 


WHAT'S IT ALL ABOUT? 


Those mimeographed sheets you’ve been getting in school (stuck under 
your door, etc.) and those doubtful doctrines discussed (sometimes 
approved) by teachers and newspapers and your elders . . . have mixed-up 


your thinking until it’s no wonder you wonder what all the shoutin’s about. 


You have been told, for instance and among other things, that: 


1. Capitalists and imperialists are trying to push us into war. ( War- 
mongers ) 


2. Our Government is rotten from the bottom up—and especially at the 
top. (Political incompetence) 


3. Youth is given more chance of expression in the Nazi, Communist 
or Fascist scheme of things. (Revolution) 


4. That you should be satisfied with everything as it is—and should 
do nothing to alter or stop the changes being made around you. 
(Isolationism, Unpreparedness and “it can’t happen here” ) 

It’s all very alluring and smooth. The letters are signed by high 
sounding titles . . . such as the American Student Union or the Students 
Christian Union or the Students Alliance. The fellows who talk to you sound 
sincere . . . and they have a line of dope long and loud enough to stop 
your breath. 


What are you going to BELIEVE? That is the real problem of youth. 
What is the one thing that most worries the fathers of fine sons? I'd say 
. . . the /ndifference of Youth tothe whole problem of this new world you 
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ADVICE TO PRINTERS 


ONE OF THE LARGE national advertisers is 
at present engaged in a comprehensive 
dealer-help Direct Mail campaign. Your 
reporter happened to notice that several of 
the pieces are in the so-called “patented” 
class. He took the trouble to check up with 
the producers . . . and discovered to his 
amazement that these producers are paying 
a royalty to the so-called patentees. After 
all of the publicity that has been given 
to the patent racket, we feel downright 
discouraged when we discover such cases. 
Why should printers continue to pay 
tribute on patents which are absolutely 
worthless and which would not stand up 
in court? These patent fellows have secured 
patents from the Department in Washing- 
ton because nothing like their little trick 
fold or slot has ever been registered in 
Washington before. But everyone knows 
that die-cutting and off-center folds are 
well known practices in the printing field. 
It is high time for all printers and for the 
Printing Associations to clamp down on 
this patent racket once and for all. Stop 
paying tribute. 


FLASH AND HURRAH: At last we 
have found two courageous souls. Adver- 
tising Manager of a big Mail User designed 
a simple perforated blotter mailing which 
seemed similar to one of most ridiculous 
patents on the books. Patentee threatened 
to sue both printer and customer. After 
several meetings with lawyers in Direct 
Mail Center both printer and client de- 
cided to FIGHT. In order not to gum-up 
the case, your reporter has promised to 
keep quiet until further along. Stand by 
for the fire-works. 


THE WAR NEWS 


For full information on latest develop- 
ments in our campaign to eliminate destruc- 
tive propaganda from the mails . . . see 
special insert following page 16. If you 


have any helpful ideas . . . write us. 











MAKE IT EASY TO REPLY 


WE PICKED UP the following good idea from 
the June 1940 Business Printer and the 
Catalog Digest issued by the Porte Pub- 
lishing Company, 952 East 21st Street, Salt 
Lake City, Utah. 


“Tt is axiomatic with Direct Mail experts 
that if you make it easy for the addressee 
to reply, you increase the percentage of 
returns. For example, if an initial or 
check mark is the only and simple require- 
ment, you get maximum results. Merely 
having to sign the name on a dotted line 
is a hurdle that cuts down the percentage. 
People are tremendously disinclined’ to 
effort. It pays, therefore, to remove every 
possible obstacle.” 


Editor's Note: Next paragraph describes a 
label used by Dartnell to get approval or- 
ders for their Sales Training Practices. A 
perforated end on the label has a little 
sales copy and an Okay line for signature. 
In mailing these out, the recipient’s name 
is typed on the label and it becomes the 
order form and also the label for sending 
the goods. The Editor of The Business 
Printer continues: 


“*To be delivered personally to’ is subtle 
flattery, a puff to the man’s importance. 
Also, the fact that the name of the pros- 
pect is already typed on the address space 
is a powerful suggestion that, of course, he 
is going to want the book. 


“Finally, note the element of utility: The 
sticker is all addressed and ready to use, 
if and when it comes back to the 
publisher.” 


PERSISTENCY 


BERNARD SEGAL, Advertising Manager of 
Holland Laundry, Inc., 1493 Hudson Boule- 
vard, Jersey City, New Jersey, reports that 
a small paint manufacturer has been trying 
to interest their purchasing agent in his 
product. 


His success was so poor and he had such 
a difficult time in even seeing the purchas- 
ing agent that he resorted to the use of 
Direct Mail in the form of a one cent 
government post card. The post card read 
as follows: 


“IT want to paint a sample of paint some 
place and mark the date on it—and then 


come back in three years from now and 
maybe get an order.” 


Bernard thinks he'll get an order. 
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A LETTER TO THREE SONS 


(Continued ) 


face so calmly. You know that we have not tried to dictate your thinking 
or your actions . .. and far be it for me to start now. You have heard so 
much. You three are a lot less indifferent than other sons whose reactions I’ve 
learned. You are grown-up enough to take the role of “guinea pigs” in this 
session. 


Maybe (and it is most plausible) Life has been too easy for all of us. 
Maybe youth has had too many busses to take them to school; too much hot 
water without chopping wood; too much “finger-tip” music and news without 
shoveling a path through the snow to the town hall or to the debators around 
the stove at the corner store. Too much freedom and leisure and vacation 

. without having to fight to keep the Indians away from the playground 
clearing. Too much solicitude for shorter hours of work . . . without 
realizing that work is fun and that leisure is satisfying only when truly 
earned. Maybe that is the cause of the /ndifference. Is it? You answer. 
Maybe the blame falls on us fathers. 


Could it be possible that we fathers have let American Youth down? 
So that in such a short while since this country began you are forgetting 
how and why it was founded? All around us forces that are not soft have 
changed the thinking and the maps of the world. They now want to include 
us. There is no appeasing such a lustful appetite. 


FOUR SUGGESTIONS 


It is your world ahead. You can help make it what you will. I can 
only offer you some suggestions. 


First: [I don’t believe there is a single father in this America who 
wants to see his sons forced into a war. I dont believe any American 
(official or plain citizen) wants fine, clean boys like you to be slaughtered. 
Weigh those rumors of war mongering carefully. They smell . . . fishy. 


Second: I nominate you three boys as charter members of a new club 
to be composed of American Fathers and Sons. Let’s call the new club: 
“The Hi-Timers.” (It’s hightime we're doing something about this America 
of ours.) Get it? My friend Col. Allison Scott, business executive and Army 
Reserve Officer, suggested that lu-lu of a name. Let’s have many sober and 
serious sessions to find out what all the shouting is about. Let’s weigh 
calmly and sincerely all these foreign claims that America is no good... . 
and that we need a regimented life economy of Nazi or Fascist dictation. 
What does that mean? Briefly State or “over-lord” dictation of all 
thoughts and actions. You have seen what happened to those who were not 
prepared to fight against it . . . in Czechoslovakia, Austria, Poland, Holland, 
Denmark, Belgium and France. You have heard what happens to the free 
people who fall under the march of brutality. Dictation of thought and 
action. Would you want that in America? Isn't it Hi-Time we fathers and 
sons get together and find a solution? Find out what we want. Find out 
whether we believe that America is worth fighting for. It is your America. 


Third: I don’t want to be sappy in this session. I don’t want to do 
any flag-waving vaudeville stunt for you. We'll dispense with the reading or 
singing of “The Star Spangled Banner” . . . but Good God Almighty boys 
—do your share in all your contacts from this minute on to change the 


Indifference of Youth into a deep and sane love of this free country you 
inherit. 
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Peter, you are seeing the hills, vales, canyons, deserts, beaches and 
people on your vagabond summer trip. Hearn, you see more than the 
ordinary through the eyes of your camera. Jack, you have your eyes in the 


sky with your love of planes . . . seeking distant horizons. 


What do you think of America? Isn’t it great? Are you going to let 
these foreign propagandists lull you and your friends to sleep or into thinking 
there is Utopia at the end of a bloody rainbow of lust and murder and 
regimentation? Or conversely, are you going to let some of the crackpots 
which exist and flourish in a DEMOCRACY flim-flam us with theories that 
we shouldn’t work (and regiment ourselves if necessary) to protect this 
country of ours from the enemies of our peaceful pursuits? 


Go out into your world and talk militant patriotism and love for free 
America. Fight by your words and your devotion the indifference which 
has been planted in your youth by skillful designers of disruption. You 
might also suggest to your boy friends that they work on indifferent fathers. 


Fourth: In these changing days—read both sides of all controversies. 
Be skeptical of obvious propaganda. Search for the motives behind the 
appeals you receive. Study the history of this country—not as you studied in 
school—but as an absorbing, personal guide to your future. Read the little 
booklet * I am giving you. My friend, Rohe Walter, whom you know too, 
liked Harry Scherman’s sane analysis of Nazi aims so well that he had it re- 
as his contribution to 
a Hi-Time discussion between Fathers and Sons. Read, study, analyze, 
weigh—and look at this land of yours objectively and patriotically. lf we 


printed and is distributing free to all who want it . . 


all have to go to training camps to prepare ourselves for possible pro- 
tection—let’s do it gladly. Let’s say it’s Hi-Time we all are willing to 
get away from ease, and to work a little overtime to keep safe the land that 
has given us this ease and work. 


It is your America, Boys. It belongs to you and your boy-and-girl 
friends. It belongs to you and the kids who may some day unpack and 
rebuild the old trains. 


I’ve got to get back to work. I leave the rest of the session to you. 
Call the first meeting of The Hi-Timers to order. Organize it, promote it 
(by Direct Mail if necessary). But above all . be a Hi-Timer, and by 


your courage and example destroy the INDIFFERENCE OF YOUTH. 


Change that Indifference to Fire and Faith and Hope for a Free America. 


You can do it... and the fellow who knows you can do it is 


Your ied 


CECED CERGESE GaeseeaEe? 
(feeaseteee 


ce te¢ 





* The booklet “‘What Is This War About’ has been privately printed by L. Rohe Walter 
(D.M.A.A. President) who has supplied Your Reporter with a limited number of copies. Write 
to The Reporter, 17 East 42nd St., N. Y. C., and the booklet is yours without charge as long 
as our supply lasts. 
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... BUT THE MALADY 
LINGERS ON” 


THIS MUSEUM PIECE arrived in today’s mail 
and it deserves better publicity than it 
would get in my own file. You may get a 
smile from it—I did. 
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Houseto-house distributers of Advertising mat- 
ter. All kinds of advertising matter, circulars 
samples; packages, pamphiets, bills. booklets. co 
lendars, etc., promptly distributed Also, 
Package Delivery. Messenger Service. 
Have all your advertising matter and samples 
for Fiuchburg distmbuted by 


CARL RUFFLE, 


Stoney 2O HALE ST. Fitchburg, Mass. 
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Your Reporter is swell—but I wish you 
would stop talking so much about The Di- 
rect Mail Center! Every thing you say 
about it makes me want to visit it—and 
I’m tied to a desk near the Pacific ocean. 


The Study Course was all that you—or 
Guy Davis—said it was. I will never ex- 
haust it and I am writing better because 
of it. 


Have been using a white business reply 
envelope for years—last mailing sent 50 
per cent the “sales getting” golden rod 
business reply envelope. The white en- 
velope won by a small margin! That’s 
why I like this game—you never lose inter- 
est because you never know the answer 


before hand! 


L. A.Grinton, Manager, Anabolic Foods, Inc. 
405 South Hill Street, Los Angeles, Calif. 


Reporter's Note: 


1. Many thanks for the museum piece. 
(See illustration.) 


2. We won't even try to compete with 
the Pacific. 


3. And of course we’re glad to hear that 
you like the Study Course. 


4. But some of our readers might take 
exception to the last paragraph of your 
letter. 


NOTE TO FATHERS 


BEFORE PRINTING “A Letter to Three 
Sons” we tested it on about a dozen 
fathers. They liked it. Several insisted 
on advance copies to take home and read 
to their sons. The circulation of THE 
REPORTER is naturally limited. If you 
who read our magazine feel that this 
letter should reach more fathers and sons 
. . . reproduce and distribute it to your 
hearts content. No further permission 
from us is necessary. Change it, if you 
wish, so that it becomes your personal 
letter to sons you love. 














EVERY SHOT A BULL’S EYE 


NO MAILING PIECE pays greater long term 
dividends than a personal letter from the 
salesman to a prospect on whom he has 
worked but who has, in the end, bought 
somewhere else, telling said prospect what 
a pleasure it was to negotiate with him, 
wishing him all success with the product 
he has bought and expressing the hope 
that, when he returns to the market, the 
writer may have the privilege of dealing 
with him again. 


Such a letter shows a spirit of good will 
and good sportsmanship that no prospect 
will forget. If it really is well worded he 
will show it to his friends and tell the 
world what a decent guy the man who 
wrote it is. And if, as well may happen, 
the product that he buys is disappointing 
or the service behind it second-rate, he 
probably will look that salesman up volun- 
tarily when he enters the market again. 


This isn’t theory. We've seen with our 
own eyes what letters of that sort can do. 


Reporter's Note: That seems to be a 
good technique and it should be put in 
your file for future use. We secured the 
idea from one of the syndicated automotive 
bulletins which are written by that inde- 
fatigable and persistent purveyor of auto- 
motive-selling-ideas H. Bertram Lewis, 60 
East 42nd Street, New York City. Try 
writing good-will letters to the fellows who 
gave their orders to someone else. 


IT TAKES DYNAMITE 


C. D. GREENFIELD of the Western Life In- 
surance Company, 404 Fuller Avenue, Hel- 
ena, Montana, says that it sometimes takes 
dynamite to get action in business. He 
warns that we may think the following 
letter harsh, but he also adds that there 
are altogether too many firms in business 
who do not know the meaning of good 
customer relations. Here is Mr. Green- 
field’s letter: 


“Some three months ago I wrote you 
stating the latest catalog of yours we had 
was 1936 and asked if as one of your 
most substantial Montana customers we 
did not rate a more up-to-date catalog. 


“You did not even deign to give us the 
courtesy of a reply. 


“Well and good. I’m telling you here 
and now if you don’t think more of old 
customers than that we will change our 
source of supply to a more progressive 
house.” 
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THE MAIL GOES SOUTH—AND 
COMES BACK WITH ORDERS 


Reporter's Note: Since the South American survey, presented in our 
September 1939 issue, we have been on the lookout for examples of recently 
developed trade with South America. The Sea Island Thread Manufacturing 
Company, 575 Eighth Avenue, New York City, provides an _ excellent 
example of a company that developed its Latin American markets almost 
exclusively with Direct Mail Advertising. Barton Alexander, Vice President, 
gives us the following interesting and VALUABLE story: 


Many of you who read The Reporter have well-organized and smoothly 
functioning departments to handle export business. A great many more have 
yet to realize their share of the expanding South American market and 
aren't quite sure how to go about it. To these perhaps our own experience 


will be helpful. 


We were green, inexperienced. We proceeded by trial and error, made 
a few mistakes, but on the whole were rather successful with a 20% return 
on a list of 1200 agents in Latin America. From the 240 who responded, we 
selected the best-rated, most promising agent in each country, and after 
correspondence back and forth, assigned 28 agents exclusive territory. 


Here’s how we did it. A simple letter was written in English and trans- 
lated into Spanish. Our description of products, a rough price list, and a 
small circular were also translated into Spanish and inclosed with the letter. 
Each letter had a four-line multigraphed fill-in. 


Most of the returns were in Spanish and much effort was expended in 
translating them. After considerable experimentation we arrived at a suit- 
able form letter. From our experiences we found the following procedure 
to be most effective: 


Study your markets first. The March 1940 issue of Printers’ Ink lists 
“The 114 Markets of South America.” By all means read this for a clear 
picture of the distinct markets of “consuming units.” Which of these 
markets do you intend to sell? You must study them and weigh each in 
terms of its potential sales possibilities. 


The September 1939 issue of The Reporter gave several suggestions for 
compiling South American mailing lists. In my opinion, the best lists you 
can secure are through your own Uncle Sam. Write to the American Consul 
in each country right away. They are most courteous and helpful in furnish- 
ing you with the names of the most reliable and responsible agents and 
distributors. Of course, they accept no responsibility for the information 
they mail you. A brief résumé of the economic and geographical life of the 
country is included. There is no charge whatsoever for this service and 
when you gather in all your replies, you have a grand foundation for a 
productive mailing list. 


If you are in a bit of a hurry, call in one of the Export Publications. 
They usually have a good list of agents, importers, and manufacturers. 
Among the better known export publications are the American Exporter, 
386 4th Avenue, New York City, and the Manuel Papeleria, Guildhall Pub- 
lishers, New York City. Both have excellent credit and translation service. 
Incidentally, magazine advertising in such publications can be coordinated 
with your Direct Mail. (We received a number of inquiries from a full 


page ad.) 
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As Mr. Hoke menuoned in his article last September, Kelly’s Directory, 
West Orange, N. J., is another source of lists, as well as Classified Telephone 
Books from the various South American cities. 


Dun & Bradstreets have a special credit service including a Latin Ameri- 
can directory ($60.00 per year—$2.00 per extra report). The Manufacturers 
Trust and the National City Bank are most helpful at no extra charge to 
their depositors (for credit and other financial information). American 
Foreign Credit Indemnity also maintain a widely used Credit Service. 


Although we used a Spanish Translator in our office, I do not think 
it essential in most cases. The larger Latin American firms usually have 
one person who speaks and writes English. If you receive a Spanish reply, 
you can always use a Translation Service at a very small tariff. If you 
want to be very impressive, you can have your translation service transcribe 
your letter into Spanish or Portuguese (depending upon its destination) in 


order to reach the “heart” of the buyers who will be flattered to think you 
speak their language. 


Before planning your advertising campaign for Latin American coun- 
tries, it would be to your advantage to read “Advertising They Like Abroad” 
by Enos P. Schaffer in Printers’ Ink, August, 1939. Here you will find many 
helpful tips—the differences in languages, cultures, and reading habits, the 
seasons of the year, preferences in sports, holidays, fashions in clothing 
and speech. Photographs are preferable for illustrations because Latin 
American buyers like to see what your product looks like. Whether you are 
preparing circulars for salesmen, jobbers, or consumer literature, it is well 
to remember that ideals and ideas below the Equator differ in each country. 


In planning a successful campaign you should state your case simply 
and comprehensively in your first letter, thus eliminating a number of 
responses from unreliable customers or agents. Be independent but not to 
the point of abruptness; Latin-Americans have a respect for dignity and 
dignified letters. A straight-forward, well-written letter will bring results 
if you have the product they want and need. 


Use Air Mail—onion skin letterheads keep down the weight and look, 
feel, and breathe “export experience.” 


Charge for samples if your products are costly. A wholesale charge will 
be paid in advance by most truly responsible agents who mean business. 


We charged $10.00 for a complete sample line and found that agents were 
always willing to pay this fee. 


It is important to mention method of payment. (We accept only sight 
draft, shipping documents against payment, or letter of credit through a 
New York bank.) 


arrangemenis. 


Include terms, discounts. commissions. and exclusive 


In conclusion, | am adding a convenient table of Postage Rates. You 
should get Air Mail and Steamer rates and transit schedules from your 


Post Office. 
First Class—3 to 5 cents, depending upon the country (See Postal Guide). 
Third Class—1» cents for 2 ounces (limited to 6 lb.-9 oz. P.O. Form 2902). 


Postal Cards—2 to 3 cents depending upon country—maximum size 6 x 41% min- 
imum size 4 x 2%. 


Samples—1'% cents each ounce or minimum charge 3 cents marked “Muestras sin 
valor” (No Value). 


Printed Matter—1'» cents each ounce. 
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HERE IS AN IDEA 


KORETZ, KOPEL, IDEAS, INC., 899 Broad 
Street, Newark, New Jersey (remember the 
Napoleon of Advertising) recently mailed 
a unique folder which contained an adapt- 
able idea. We illustrate it here. It’s a 
self-maziler which opens into a four page, 
8%” x 11” circular. 
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The final fold is made off-center so that 
the name and address of the recipient 
which is placed on the perforated return 
card on the first page of opened circular 
is visible. It constitutes the mailing 
address for delivery and it allows the 
recipient to return the card without writ- 


ing his name and address. There are 
spaces to check above the name and 


address. 


That is perhaps a better idea than the 
famous “Patented Mailing Pieces” which 
have caused so much controversy. This 

. is not patented. 


PICTURES SANS CAPTIONS 


THE OKONITE COMPANY, Passaic, New Jer- 
sey, is mailing a unique booklet to cus- 
tomers, utility cxecutives, and all Okonite 
employees from directors down. It has 32 
pages, 814” x 11”, printed on coated stock, 
and a glossy bl:ck cover. A strip of white 
on the front cover bears a modern, woodcut 
type illustration, and the title “... . to 
search for facts and principles with care 
and diligence.” 


The booklet contains 37 photo illustra- 
tions. Instead of captions, the text, like 
a moving picture sound track, provides its 
own captions. Excellent layout, striking 
photographs, and copy kept at a minimum, 
will insure reading, and will provide an 
especially effective presentation for cus- 
tomers’ executives who are not so _inter- 
ested in ordinary product literature. The 
pictures will un‘oubtedly find frequent use 
in showing impecrtant research and test 
operations that are less easily and less 
effectively explained in words. 











MUSIC TROUBLES 


THERE ARE SOME keen detectives among the 
readers of The Reporter. C. A. Miles, Jr., 
of P. J. Ritter Company, Bridgeton, New 
Jersey, put a musical microscope on our 
April cover (the Spring Song). He asked: 


“Shouldn’t the last three sixteenth notes 
in the first measure be D, D sharp and E 
—instead of D, C sharp and D? And 
wasn't a ‘tie’ forgotten in the last measure 
of the second line on the quarter C# and 
the sixteenth following? Gosh this is fun!” 

Your reporter, being buffaloed, appealed 
to the musical Direct Mail man, Dick 
Messner. Here’s the expert’s opinion: 


“Nir. Miles observations are correct. 


“The notes in the first measure should be 
exactly like the notes in the last bar of the 
second line. The ‘tie’ in the first measure 
should also appear in the last bar of the 
second line. 


“The last bar of the second line and the 
first bar of the song are identical, as the 
last bar of the second line is where the 
same refrain begins again.” 


Reporter's Note: What next? Ada Taylor, 
you done me wrong. 


SWEET LAND OF LIBERTY 


THE AMERICAN FLAG, the Statue of Liberty, 
and all they stand for are becoming popu- 
lar and fashionable again. Since the photo 
of the Flag on our May cover, our atten- 
tion has been called to a number of other 
patriotic covers and illustrations. One of 
the best is a promotion piece for King 
Features Syndicate, 235 East 45th Street, 
New York City. (Planned by Eric Bran- 


deiss. Remember him?) 


It’s an 114%” x 14%” portfolio. Cover 
is blue with the Statue of Liberty against 
a paler blue sky and the Stars and Stripes 
on the front. Title is “Sweet Land of 
Liberty.” Portfolio contains 12 full size 
reproductions of Vernon Bailey’s pen and 
ink drawings of famous American scenes, 
on fine paper, suitable for framing. The 
inside of the cover shows a sketch of the 
artist and gives some _ interesting facts 
about his life and work. The only plug 
for King Features comes in one line ex- 
plaining that Bailey’s drawings have be- 
come accessible to millions throug’) news- 
paper syndication. A beautiful—ad effec- 
tive—piece of promotion. 
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LETTER APPRAISAL CHART 


Your reporter has just received a report which indicates that the 
improvement of business letters is making headway . . . even in 
government offices. We have before us an 8” x 10%" sheet which is 
given to all employees of the United States Department of Agriculture. 
We reproduce the exact wording to show how the employees are being 
trained to write good business letters. We don’t know the exact source 
of the chart 
many business organizations to have a similar sheet prepared for the 


. but we suggest that it might be a good idea for 


guidance of all letter writing employees. 


U. S. DEPARTMENT OF AGRICULTURE 
LETTER APPRAISAL CHART 


This appraisal chart is intended to assist you in revising your own letters or in 
indicating to others the specific weaknesses of the letters that are submitted to you 
for review. 


Before appraising a letter, be sure to determine its exact purpose. What response 
is desired from the addressee? 


CAN YOU ANSWER “YES” TO THE FOLLOWING QUESTIONS? 
IS THE LETTER: 
1, COMPLETE 


a. Does it give all information necessary to accompl’sh its purpose? 
b. Does it answer fully all the questions, asked or implicd, in the incoming letter? 


2. CONCISE 
a. Does the letter include only the essential facts? 
b. Are the ideas expressed in the fewest words consistent with clearness, com- 
pleteness, and courtesy; have irrelevant details and unnecessary repetition 
been eliminated ? 


3. CLEAR 
a. Is the language adapted to the vocabulary of the addressee? 
b. Do the words exactly express the thought? 
c. Is the sentence structure clear? 
d. Is each paragraph one complete thought unit? 
e. Are the paragraphs arranged in proper sequence; are the ideas presented in 
the most effective order? 


4. CORRECT 
a. Is the accuracy of all factual information beyond question? 
b. Are all statements in strict conformity w th policies? 
c. Is the letter free from: (1) grammatical errors, (2) spelling errors, (3) 
misleading punctuation? 
5. APPROPRIATE IN TONE 
a. Is the tone calculated to bring about the desired response? 
b. Is the letter free from antagonistic words or phrases? 
c. Is it free from hackneyed or stilted phrases which may amuse or irritate the 
addressee ? 
d. Does the entire letter evidence a desire to cooperate fully? 
6. NEAT AND WELL SET UP 


Will a favorable first impression be created by: (1) freedom from strikeovers 
and obvious erasures; (2) even typing; (3) position of letter on the page? 


HOW EFFECTIVE IS THE LETTER AS A WHOLE? 


To what extent is the letter likely to accomplish its purpose, obtain the desired 
response, and build good will? In other words, how do you rate its general effectiveness? 
Underline the word which best expresses your rating: 


OUTSTANDING «© GOOD «+ PASSABLE « UNSATISFACTORY 
IN RATING ANOTHER’S LETTER: 


If the letter is “unsatisfactory”, be sure to indicate the specific weaknesses which 
necessitate rev sion. Similarly, if the letter is only “passable”, indicate clearly the 
weaknesses to which attention should be given in future letters. 
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EXPORT 
CORRESPONDENCE 


In the September 1939 Reporter, we presented a survey showing methods 
of dealing with South American countries, and giving sources of specific 
information on many of the problems confronting those who wish to advertise 
by mail for business in the South American Republics. We are privileged 
now to give you the advice printed in a small four page circular by the 
American Exporter Translation Bureau, 386 Fourth Avenue, New York City. 
This circular came to us from Samuel Gold who is the Chairman of the 
Direct Mail Division of the Industrial Advertisers of New Jersey. Their 
latest packet was excellent. The American Exporter circular was part of 
the packet. We advise all persons who wish to do business with South 
America to read the American Exporter and we thank that organization for 
its excellent advice. As you read it, you will see that much of it applies to 
correspondence and Direct Mail within this country. 


SUGGESTIONS ON EXPORT CORRESPONDENCE 


Be human and personal in writing. A personal touch is greatly appreci- 
ated by the importer and makes future business transactions easier. 
Write in the natural manner which you would use if talking with the 
same individual. 


Give full and complete information requested, answering all points 
raised and questions asked. It is important that the buyer does not 
have to write back for further information. The time lost in the exchange 
of letters might total almost half a yez . 


Avoid glittering generalities. It costs nothing to claim to be the biggest, 
best or what have you. Modesty will get more orders than boastful 


bombast. 


Be specific. Remember the buyer is not a scientist or artist. He is a 
business man. He is not interested in the intricacies of your manufac- 
turing processes, but he is interested in buying merchandise that will 
net him a profit. 


Long. detailed and factual letters are appreciated, whereas, the short, 
snappy American sales letter does not go over well abroad. 


Every letter should be a sales letter—clear, polite and written in a 
friendly and congenial manner. Good letter writing can make real 


friends and personal friendship helps greatly in successful exporting. 


Avoid slang and abbreviations. These may be either misunderstood 
or not understood at all. 


Address the letter to the individual who wrote to you, using initials if 
the name cannot be made out. The correspondent likes to feel that 
he is known as an individual. 


Type your own name in full in the lower left hand corner of your letter. 
Your correspondent would like to write to you individually and may not 
be able to decipher your signature. 


Subject the letter, for example: “Reference your letter January 5th” 
or start “Replying to your letter of January 5th.” Otherwise your 
letter may be mistaken for an unsolicited communication. 


To a new connection, tell about your company briefly and factually. 
Emphasize the quality of your product and reliability of your company. 
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SPRING SONG IN ENGLAND 


THE FOLLOWING letter was mailed June 
3rd from England, and we reproduce the 
folder which accompanied it. 











; soon he here 











“IT was very interested in the May issue 
of your magazine, which bore on the front 
cover a reproduction of the piano score of 
I am enclosing 
a little folder which we sent out in the 
Spring of 1939 to all British physicians, 
advertising our product Serocalcin. We 


Mendelsohn’s Spring Song. 


had such a good response to this folder 
that we sent it out again this Spring and 
the same good results in the shape of or- 
ders were apparent. 


“In view of the fact that the idea behind 
this piece of advertising and also that of 
the Claridge Hotel, Atlantic City, is 
identical, I thought you might be interested 
to see a specimen of our folder which I 
designed.” 


C. D. W. Stafford, Director 
Harwoods Laboratories Limited 
Rickmansworth Road 

Watford, Herts., England 


Note to patentees: See? Similar selling 
ideas spring out of the air from many 
points in the world. 


WEAK ENVELOPES 


IF YOU ARE trying to make an impression 
. . . don’t be tempted to use some high- 
faluting looking new paper for an envelope 
... before you actually test to see whether 
it will carry in the mail. Washington and 
Jefferson College mailed a very attractive 
6” x 9” booklet in an envelope made from 
silver coated paper (light weight stock). 
In the first place, the pen written address 
was practically undecipherable on the sil- 
ver ... and in the second place the paper 
was so flimsy and unsuited for the purpose, 
that all four edges were torn and the flap 
was completely torn off. Don’t use weak 
envelopes even though you think they make 
a big impression before they are mailed 
out, 


ll 











“MODERN MAGIC” 


“iow TO APPLY Modern Magic in Adver- 
tising” is the title of an 86 page book 
recently published by E. W. Elmore, Di- 
rector of Public Relations for the George 
Pepperdine Foundation, 3757 Wilshire 
Boulevard, Los Angeles, Calif. 


According to Mr. Elmore’s preface, “this 
little book is not expected to add greatly 
to the storehouse of knowledge about ad- 
vertising.” But in 14 concise chapters the 
author manages to pack more sound advice 
and advertising sense than many writers 
get into a book five times the size. 


Those who have read and studiéd> Mr. 
Elmore’s previous helpful book, “When 
Metal Talks,” can expect to find the same 
easy-to-read, practical help in “How to 
Apply Modern Magic in Advertising.” 
Price is $1.00, bound in color Film Cover; 
$2.00 for Gold Stamped, Cloth and Board 
Binding. 


Reading Mr. Elmore’s book reminded us 
of another recent piece published by The 
George Pepperdine Foundation. A 642” x 
10”, 16 page booklet entitled “Building a 
Better World of Tomorrow,” gives the in- 
teresting and moving story of the Founda- 
tion. Purpose is to invite participation in 
the unique and commendable work the 
Foundation is doing in its care and devel- 
opment of unfortunate, dependent and de- 
serving children, from nursery school 
through college. Should certainly bring 
good returns. 


A DOLLAR LETTER 


ALVAN E. KALLMAN, General Manager of 
the St. George Hotel in Brooklyn, New 
York, recently mailed a unique letter to 
200 persons selected by lot from a list 
of prominent persons. A dollar bill was 
enclosed in each letter . .. and here is the 
copy. 


“The enclosed dollar bill is an ambas- 
sador of goodwill for our ‘Summer Buffet’ 
Dinner. It’s really one of the most amaz- 
ing dollars ever issued. Looks like any 
other dollar; same color; same _ shape; 
same size. But if you use it as we sug- 
gest, it will buy more food value than any 
dollar you’ve ever spent! 


“Bring this bill to the ‘Summer Buffet’ 
now being served nightly in our Bermuda 
Terrace restaurant . . . and the enclosed 
dollar will buy all you can eat! 


“Why do we do this? Well, we think it’s 
a good way to spend advertising dollars. 
Fair enough, isn’t it?” 
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13. 


14. 


15. 


16. 


17. 


These are primary concerns to the importer. Your trademark and 
company may not be well known to the correspondent abroad. The 
better class importers are particular about the standing of the manu- 
facturers and products they handle. 


Do not ask for cash in advance unless for merchandise made to indi- 
vidual specifications. If you require cash, ask that irrevocable letter- 
of-credit be opened or that arrangements be made for paying cash in 
New York or other U.S. ports, against delivery of shipping documents. 
If you do require these terms, state that this is a general policy. Don't 
let the buyer think you are reflecting on his credit standing. 


Send duplicates of all air-mail letters—and, in these times, even of 
steamer mail by another boat. 


Quotations should be made in a manner convenient to the buyer— 
making it easy for him to buy. 


(a) Terms should be clearly stated. The term F.O.B. may mean one 
thing to you, another to your prospect. By stating F.O.B. Steamer 
or F.A.S. Steamer, there can be no misunderstanding. 


The buyer prefers C.I.F. terms and some manufacturers even in 
these times continue to so quote, with the conditions that any 
increases in freight or insurance rates are for the account of the 
buyer. 


F.O.B. terms from inland points may put the buyer to great 
trouble to find the costs of transportation in this country—should 


be avoided. 


(b) Quote in units—dozens, Imperial measurements, kilograms, etc.— 
in use in the buyer’s country and most readily understood by him. 
Clearly specify what units are used. 


(c) Avoid use of any abbreviations. They may not be understood or, 
worse yet, misunderstood. For example CWT may be taken to 


mean 112 lbs. to the English buyer. 


(d) There is a surprisingly better psychological effect when quotations 
are list-less-discount, rather than net. 


Enclosures should be carefully checked over before mailing as any 
omission would result in great delay. 


If writing in English, simple, clear language with no long words should 
be used as the correspondent’s knowledge of English may be rather 
weak. 


As a courtesy and matter of salesmanship, letters should be translated 
into the buyer’s own language, when other than English. The translated 
version only, typed on your letterhead, may be sent, or a translation 
may accompany the original English letter. 


DIRECT-BY-MAIL CAMPAIGNS 


On mail day in many foreign lands (perhaps only once a week) there 
is usually a flood of correspondence from scores of concerns. The buyer 
cannot hope to read all the unsolicited letters and advertisements 
received and only those that are outstanding and attention-worthy are 
given consideration. 
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1. Letters should be written in a human, almost personal, manner, making 
the recipient feel that he is being thought of as an individual. 


2. The buyer’s interest should be stressed—the profit that he could make 
with your line and the success in other markets—rather than just praise 
of your product itself. 


3. The stability of your company and the quality of the product should 
be featured. Buyers abroad are wary of firms unknown to them and 
possibly unreliable. 


4. Give plenty of facts and information. It takes a long time for the 
buyer abroad, if interested, to get information. Make it easy for him to 


decide definitely that he would like to buy. 


5. Mail first-class if possible. Magazines and newspapers are about the 
only mail not first-class that receive careful attention and are read 
attentively. 


6. Enclose literature that is informative, clearly understandable and pro- 
fusely illustrgfed. The buyer wants to know all about the product 
offered. 


Certain cofintries levy Customs Duty on printed advertising matter, even 
though sent through the mails. If the duty is not prepaid, the mail 
will be held up or in some cases the duty will be collected from the 


- 
. 


addressee. 


8. Letters and accompanying literature should be translated into the 
commercial language of the country covered. Make it easy for the 
buyer to read and understand your story. 


FRIENDSHIP IN BUSINESS 


The following letter deserves to be placed in the permanent archives of 
Direct Mail . . . as a testimonial to the fact that there is such a thing as 
unselfish friendship in business. Robert Marshall has been in the letter 
production business in Chicago for a long, long time. He has been active in 
both the local and national Mail Advertising Service Association. Sometime 
ago when Bob was taken to the hospital with a serious illness, his competitors 
in the Chicago M.A.S.A. got together and decided to send out a letter on 
the stationery of the Association to all of Bob’s customers. Here is the letter: 


“A friend in need, etc., etc.”—we all quote the old adage frequently but here is a 
chance to do something about it. 


Your friend and ours, Robert G. Marshall of the Marshall Letter Company, is con- 
fined to his home, due to ill health, and it is not likely that he will be back on the 
firing line for some time. 


We who are his competitors (as well as his friends) need business, but we do not 
want it at the expense of a fellow worker in the field who is temporarily out of the race. 


You who are his customers (as well as his friends) can help by loyalty to his 
organization, which will carry on during his absence. They will give you the same 
careful attention and service as in the past. 


So let’s all pitch in and do our little bit to keep Bob’s business going as usual— 
you can’t tell—you may need a friend yourself some day.” 


Reporter's Note: And THAT, ladies and gentlemen, is real friendship 
in business. I am proud of the Chicago M.A.S.A. 
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HIGHER STANDARDS NEEDED 


A CERTAIN envelope manufacturer, seeing 
the several envelope items in our May 
Reporter, wrote us the following letter. 
We think it should be reprinted in full... 
and so violate our usual practice of giving 
the name and the address of our corre- 
spondent. 


“For many years we have advocated the 
use of better looking envelopes, not neces- 
sarily expensive paper, but designed in 
such a way as to attract attention and 
create a favorable impression. A _ great 
many companies are buying envelopes with 
this in mind and many favorable com- 
ments come back to us from satisfied users. 
Just to give you an idea of this type of 
work we are enclosing a few specimens 
of work we have done. We are trying to 
raise the standard of envelopes and are 
meeting with a fair degree of success. 
Practically all our competitors have only 
one thing in mind and that is how cheap 
—and in many cases how lousy they can 
make envelopes. We are hoping for better 
days and higher standards in the envelope 
industry.” 


Reporter's Note: We deleted name be- 
cause “competitors” might be touchy 
about being lousy. 


PERMANENCE AND 
DURABILITY OF PAPER 


SOME OF OUR READERS may want to get a 
copy of a recent publication of the U. S. 
Government Printing Office. It is the Tech- 
nical Bulletin No. 22—“Permanence and 
Durability of Paper.” This 114 page book 
contains abstracts of approximately 300 
articles that have appeared in various trade 
journals and magazines from 1885 to 1939. 
Of interest and value to all connected with 
the paper industry. 


GADGETS FOR LETTERS 


MANY READERS of The Reporter have asked 
us where they can obtain the little novelty 
or miniature gadgets which some people 
are using as attention-getters on sales 
letters (such things as shovels, saws, ham- 
mers, bugles, etc.). 


The Reporter has tracked down all pos- 
sible sources of supply. 


If you are feeling in a tricky mood and 
want to use gadgets ... you can find out 
where to get them by writing to The 
Reporter. 
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HOUSE ORGAN MELODIES 
AND DISCORDS 


The Merck Report, published by Merck & 
Co., Rahway, N. J. in the interests of phar- 
macy and medicine. Black and white photo 
bleed cover. In addition to material of pro- 
fessional interest, the July issue contains an 
article “Physicians and Chemists on Postage 
Stamps” with a full page of illustrations show- 
ing 43 stamps of various countries. 


The Green Bottle, of the Altes Brewing 
Company, Detroit, Michigan, is a monthly 
dedicated to the interests and enjoyment of 
all employees. Lead article is entitled ‘‘Ad- 
vertising—What It Is—and Does.” Tall story 
contest, Our Own Who’s Who, Sports, Selling 
Slants, About Distributors, and personals. 


Process Industries Quarterly technical jour- 
nal published quarterly by the International 
Nickel Company, 67 Wall Street, New York 
City. Lead article in Second Quarter is 
“Centrifuging at 50,000 R.P.M.” Technical 
Editor discusses “Detecting and Measuring 
Stray Currents.” 


The Hobartizer, published monthly by The 
Hobart Manufacturing Company, Troy, Ohio, 
is full of breezy news and illustrations for and 
about their salesmen. 


The Marylander, monthly of the Maryland 
Casualty Company, Baltimore, Maryland. June 
issue has beautiful two color painting on cover. 
Contains news, information, interest, humor, 
and personals ior their agents. 


Pontiac Owners Magazine, published by 
Pontiac Motor Division of General Motors. 
July issue contains 16 pages of general inter- 
est—news, movie-of-the-month, fashion-of-the- 
month, children’s contest, sports story, quiz, 
camera contest. 


The Red Barrel, of the Coca Cola Company, 
is published “‘to develop and promote a higher 
coordination of all the forces which make 
Coca Cola an institution.”” Helpful, informa- 
tive, inspirational. 


The Keystone Butler, published by The Key- 
stone Pipe and Supply se Butler, Pa., with 
“the frank intention of making you a cus- 
tomer.” Contains homey philosophy, stories, 
anecdotes, poems, jokes. 


The Royal Bank Magazine. Royal Bank of 
Canada, Montreal. ‘Published in the inter- 
ests of the staff.’’ Well written, laid out, and 
printed. Illustrated. Articles and stories of 
general interest plus bank notes and personals. 


Trumbull Cheer. Trumbull Electric and 
Manufacturing Co., Plainville, Conn. “A mag- 
azine published each month (if it’s lucky) 

. with a hunch for Trumbull and a fond 
desire to be cheerful.” It is. 


The Armstrong Wholesaler. Armstrong 
Cork Co., Lancaster, Pa. Published monthly 
for salesmen. Contains selling helps, cartoon 
feature, personal chatterbox. 


Portrait, Baker Printing Co. & Kenyon- 
Baker Agency, Newark, N. J. Monthly “to 
reflect the personalities which background our 
editorial, advertising, and printing services, and 
to interest you by brief and succinct comment 
on a variety of provocative thoughts and sub- 
jects.’ 


The Alexander Cooperator. ~The Alexander 
Film Co., Colorado Springs, Ohio. Four-page 
monthly furnished to customers “to help them 
make more money and collect more of what 
they have made.” 


Addressograph-Multigraph Factory News. 
Addressograph-Multigraph Corp., Cleveland, 
Ohio. Monthly for and by employees. Pro- 
duced entirely on the Multilith. News of com- 
pany and its employees. June issue announces 
two new <Addressograph-Multigraph publica- 
tions—-The Servi-Graph and the Addressograph 
Salesman. 


The Imp (‘“World’s Smallest House Or- 
gan”). Printed on a postal card and “mailed 
frequently to remind you that it pay’ to keep 
uninterrupted contact with your customers and 
prospects.’’ Conceived, written, and sent by 
Orville E. Reed, 457 E. Lafayette, Detroit, 
Michigan. 


- +. not to mention the many other house 
magazines that came to us this month to be 
read and placed in the world’s most complete 
H. M. File open for inspection at The Direct 
Mail Center. 
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AN IRRIGATION DITCH 


Your reporter likes the way Tom Dreier explains the working of a 
house magazine. It isn’t often an editor can lift the copy from an outright 
advertisement and use it as an editorial. But here is the copy appearing in 
an advertisement over Tom Dreier’s name in his own publication, “The 
Vagabond.” Don’t write to Tom in St. Petersburg. Summer weather finds 
him in Melvin Village, New Hampshire. 


A properly-edited sales publication does its work as silently, unobtrusively, and 
effectively as an irrigation ditch. 


A big gun, firing high explosive shells great distances, makes more noise. It 
sends its shell forth with a loud bang. The exploding shell also makes a noise and 
creates a terrific impression. 


But a sales publication, like an irrigation ditch, does its work so gently that it is 
hard to realize that it is doing anything at all. Just as the waters in the irrigation 
ditch flow gently to the roots of plants and trees and give them life, so do the ideas 
in the house magazine go into the minds of prospects and customers and create a 
magical effect there. 


Te 
Even the readers themselves may not always be conscious of the effect the publi- 
cation has upon them. When they respond, as they will, and become buyers of products 
and services, they may even think they acted wholly on their own initiative. 


They may not realize that it has been the constant, pers'stent, persuasive presen- 
tation of facts that has made it so natural for them to buy of the house whose publication 
they have read regularly. 


Why shouldn't you make use of this almost-magical advertising and selling plan 
to make the work of your own salesmen ever so much easier? 


Reporter's Note: And while we are at it we should add to the above 
some words of advice we picked up in the May 1940 house magazine entitled 
“Portrait” issued by Kenyon-Baker Company, 69 Clinton Street, Newark, 
New Jersey (remember their Gardy . . . see March 1940 issue). The 
“Portrait” is also edited by Tom Dreier. 


It has always seemed to us that the chief function of a properly edited sales publi- 
cation is to make known to its readers the quality of the manhood of its publisher. 
Of course, it must be profitable in a money-making sense, just as any successful man 
ought to be self-supporting, but to think of it solely as a money-maker is to set for it 
a standard which in my opinion is altogether too low. A sales publication will sell 
goods. It will bring in orders. It will do many fetch-and-carry things of that kind. 
But it has another and more far-reaching objective. 


What, then, you ask, is the funct’on of a properly-edited sales publication? What 
is the task that confronts its editor? 


The successful editor must be interested in all sorts of things. When he limits 
his own interests he limits the appeal of the publication he edits. The more contacts 
he has with life the more contacts he can establish with people. In the finest sense he 
must be all things to all men. Men and women, books and theatres, art, religion, travel, 
sport, finance, business—in all these must he interest himself. He will never find for 
his publication anything that does not interest him. He simply won’t see it. Or, if 
he does see it, it will have no attraction for him. 


First of all of course, he must be interested in and have a genuine liking for 


people—all sorts of people, good, bad and indifferent. He must understand them. He 


must be tolerant, sympathetic, and he must have humor. 





What the editor really thinks and feels manifests itself in his work. He cannot 
conceal himself. Emerson said, “How can I hear what you say when what you are keeps 
thunder'ng in my ears?” If the editor likes people, his liking will manifest itself in his 
publication and people will find themselves liking that publication, for they will find 
their own lives mirrored therein. 


The first requirement, then, for a successful sales publication is the right kind 
of editor. 


THE REPORTER 




















DMAA —A4nnounces 


1940 DIRECT MAIL LEADERS CONTEST 
OPEN TO ALL USERS 


You are invited to participate in the DMAA 
LEADERS’ Contest for the valuable awards listed 
on the next page. 


Many of you were winners in previous years and 
will enthusiastically enter this Contest in the same 
spirit that has made it a tradition through the years. 


Those of you who are not thoroughly familiar with 
this activity will be interested in this announcement 


and we urge that you read every word of it. By so 
doing you will be helping yourself through the rec- 
ognition that it will bring to you and your organiza- 
tion . . . and you will be helping the advertising 
profession and industry as a whole to learn how to 
do a better job for greater sales results through 
the powerful medium of Direct Mail Advertising. 


The rules are simple, and very little effort is required 
to participate. Briefly, here is the story in a nutshell— 


1. First, fill in the entry blank, on the back of which are complete rules and regulations for your guidance. 
2. We then send you complete instruction sheet and suggestions for your preparation of a portfolio to convey your 


campaign and story to the Judges of this Contest. 


3. You, as an entrant, then simply submit a Direct Mail effort produced during 1939 and/or up to August 15, 1940, 
which has brought results for you and which you feel deserves some recognition for its planning and effectiveness. 
4. Recognition of the FIFTY LEADERS, not more than an equal number of Runners-up, of Special Awards, and 
Producers, will be extended to those decided upon by the Board of Judges. This is completely outlined under the 
heading “Recognition of Winners.” 

5. Full publicity on, and display of all winning campaigns will continue all through the next year, for the benefit of 


your company and in the interests of good advertising. 


This year’s Chairman of the Board of Judges is 
Roy Dickinson, President, Printers’ Ink Publishing 
Company, New York. His collaborators will be four 
other prominent, capable and impartial Judges. They 
w.ll base their decisions by rating your campaigns 
as follows: (1) Results, 50 points; (2) Continuity and 
Plan, 25 points; (3) Copy, Design, and Physical Ap- 
pearance, 25 points. 


Your campaign may be a simple campaign... or an 
elaborate one of many pieces. It makes no difference, 


just so long as the unit or campaign as a whole was 
successful and produced results. Size of company 
or campaign will not influence the decision of Judges. 
Your campaign may have been planned to help 
dealers sell more, to promote new jobbers and deal- 
ers, to secure more consumer customers, to help or 
educate salesmen, or to produce better results during 
a special season, or an all year ‘round promotion 
campaign. Its purposes may have been many, but 
the most important point considered by the Board of 
Judges is — DID IT BRING THE DESIRED RESULTS? 


fe w@aetst Fees CeTver Ciera Few ee ” «ei eee 


It is not too early to get started now, so that you will have ample time to submit your campaign in prize-winning form. 
Read the entry blank, sign your name and enclose your check for the small entry fee of $5.00. Send it to the 
D.M.A.A. immediately and they will forward you instruction sheet and full information to simplify your carrying out 





the few operations involved. (See next page for AWARDS) 


ENTRY BLANK 








DIRECT MAIL LEADERS CONTEST 
OF 1940 


SPONSORED BY THE DIRECT MAIL ADVERTISING ASSOCIATION, INC. 
and open to participation by all USERS of Direct Mail Advertising 


To the DIRECT MAIL ADVERTISING ASSOCIATION, INC. 

17 East 42nd Street. New York, N. Y. 

@ We wish to enter the DIRECT MAIL LEADERS CONTEST of 1940, in accordance with the 
rules and regulations printed on the reverse sid> of this entry blank, for which we are enclosing 
a check to cover entry fee of $5.00. 


@ Please send full information regarding the preparation of portfolios and the procedure we 
are to follow to qualify for the Awards. , 


NAME OF ADVERTISER TYPE OF BUSINESS 








ADDRESS STATE 








INDIVIDUAL POSITION 
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RECOGNITION OF WINNERS! 


DIRECT MAIL LEADERS CONTEST OF 1940 


BY THE 


DIRECT MAIL ADVERTISING ASSOCIATION, INC. 


e Awards for 50 Leading Campaigns 


Out of all entries submitted, fifty campaigns will be selected as the FIFTY LEADING DIRECT MAIL 
CAMPAIGNS of 1940. The winners will receive special recognition in the form of the DMAA traditional Certif- 
icate of Award, carrying with it national recognition of outstanding achievement. All winners and producers 
of winning campaigns will be announced at the 1940 Convention banquet, Chalfonte-Haddon Hall Hotel, 


Atlantic City, N. J., October 3. 


@e Awards for Runners-Up 


After the FIFTY LEADERS are selected, the next fifty campaigns that deserve recognition will receive 
Honorable Mention Certificates of Achievement in Direct Mail. 


@ Special Awards 


As a further inducement to all entrants, there will be the following awards: 


1. The PRESIDENT’S CUP — by L. Rohe Walter, President of the 3. The CURTIS 1000, INC. CUP — by J. B. Howard, Vice-President 

Direct Mail Advertising Association, Inc., and Advertising Mana- and General Sales Manager of Curtis 1000, Inc., Hartford, Con- 

ger of The Flintkote Company, New York, N. Y. necticut. 

For: “The Most Outstanding Consumer or Industrial Direct Mail For: “Most Effective Use of Envelopes in a Direct Mail Campaign.” 
Campaign.” 4. The REPORTER CUP —by Henry Hoke, Publisher and Editor 

2. EFFECTIVE LETTERS CUP —pby Arthur W. Theiss, Chairman of The REPORTER of Direct Mail Advertising, New York, N. Y. 

of DMAA Membership Committee, and Sales Promotion Manager For: “The Most Effective Use of Good Showmanship in a Direct 

of The Ohio National Life Insurance Company, Cincinnati, Ohio. Mail Campaign.” 

For: “Achievement Through the Use of a Letter Campaign.” ‘OTHER SPECIAL SURPRISE AWARDS TO BE ANNOUNCED LATER) 
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@ Recognition of Producers 


Special Certificates of Awards will be given to all Producers who are recognized by the Winning Advertisers 
as having played an important part in the production of such winning campaigns. 


® Recognition Through Display 


All Winning Campaigns will be prominently displayed at the Direct Mail Advertising Association's Fall 
Convention. They will be reviewed during the Convention Program, and at Advertising Clubs and Exhibits all 
over the country during the next year. Then they will be placed for permanent display with leading Universities 
and Colleges selected by the Board of Directors. All winning campaigns will also become a permanent part 
of the Direct Mail Advertising Association's Research Library. 





























RULES 


FOR DIRECT MAIL LEADERS CONTEST O F 1940 


1. The Contest is open to all users of Direct Mail Advertising,— -provided certificates showing their names as producers of campaigns that win 
the campaign does not advertise supplies, equipment, or service used in places in the exhibit. 

er a Direct Mail. The Contest is not limited to members 8. The Campaign shall be judged by a Committee of five to be appointed 
by the President of the Direct Mail Adv ertising Association, Inc., one of 
2. Entry fee is $5.00, pavable in advance. An additional fee of $5.00 is whom shall be a member of the Association’s Board of Gov ernors, and 
to be paid by the 50 Leading Award Winners, when submitting their six of the others, three shall be users of Direct Advertising and one a 
additional identical portfolios, to help offset part of the cost of the producer or supplier. 


Contest and physical handling of the campaigns. 
. ie 9. In picking winners for the exhibit the Judges shall allow not to 
3. Closing date for entries shall be 5:00 P.M., September 7, 1940. exceed 50 points for results from the campaign ; not to exceed 25 points 


4. Entries shall be mounted on heavy black cover paper or black card- for continuity, or cohesion, plan, etc.; and not to exceed 25 points for 
board sheets 20” x 26”, folded once to form a 13” x 20” portfolio, cover to copy, illustration, and general appearance; 100 points shall be the highest 
- = any campaign shall receive. 
be lett blank. Attractive colored labels of uniform design bearing name : ; ; 
of the entrant will be affixed by the Association on all winning entries. 10. Each contestant shall submit a signed statement on his own letter- 
(Full information on instruction sheets.) head as to quantities, methods of distribution of the campaign, results 
5. One portfolio of your complete campaign shall be submitted with the and any other information (such as costs, if you wish) that may assist 
understanding that if chosen for the Direct Mail Leaders’ Exhibit six the Committee in judging the entry. 
additional identical portfolios will be supplied by you. Awards will be 
11. 
made only when this rule is complied with and the second fee of $5.00 
has been paid. 
6. Specimens entered must have been used during 1939 and up to August 
15, 1940, but no campaign shall be eligible for — in ~P Riek aren 12. All Winning and Honorable Mention campaigns will be shown in the 
year. Educational Exhibit at the Direct Mail Advertising Convention, Atlantic 
. City, N. J., October 2, 3, 4, 1940. No specimens will be returned to 
7. Producers, with their clients’ permission, may enter campaign pre- entrants. 
pared for their clients. The letter outlining the purpose of the campaign en 
and results secured must be on the client’s stationery and signed by an 13. There shall be no appeal from the decision of the Judges. 


executive of the client’s company. Awards will be made in the name 14. All checks for payment of entry fee to be drawn and mailed to Direct 
of the actual user of the campaign. Producers, however, will be given Mail Advertising Association, Inc., 17 East 42nd Street, New York, N. Y. 








No member of the Board of Governors, nor anyone connected with 
the Association in any other official capacity shall be eligible to enter 
specimens for this exhibit. 








NOTE Instruction Sheet and Form for furnishing information will be sent upon receipt of this Entry Blank. 











SPECIAL BULLETIN FROM THE REPORTER 


17 E. 42nd ST., NEW YORK 





e WAR IN THE MAILS 








GERMAN HRAILROADS 
IRFORMATION OFFICE 
11 WEST S7TH STREET 
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Mr. Henry Hoke 
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REPRESENTATIVE FOR Tee U.S. A. 


NORTH AMERICAN BRANCHES: 


GSERYIANW RAILROADS 
Srformation thier 


NES YORK 


June 25, 1940 


ir, Henry Hoke 
85 Cambridge Avenue 
Garden City, L.I., N.Y. 


Dear Sir: 


I have before me as legal evidence of slanderous 
libel, copies of a publication entitled "The Reporter of 
Direct Mail Advertising", Vol. 3, No. 2, for which you 
signed as editor and publisher, with an article under your 
name containing insinuations and charges of fraud, lies 
and deceptions. 


I also have evidence that these slanderous libels 
were further publicized by you in releases to the press. 


You are employed as an advertising consultant, and 
as such can hardly claim ignorance of the fact that this 
organization stands in the front rank of those strictly 
maintaining the highest standards of integrity and honesty 
and that our promotion standards have been accepted in many 
countries as the fundamental principles of the code of 
ethics governing promotion methods of transportation organi- 
zations. The undersigned has been privileged to lecture on 
this subject before some of the largest advertising clubs 
of this and other countries. 


I do not care to guess what motives may have 
caused your slanderous libels, but I do not mind telling 
you that the libelous statements appear to come from a 
victim of organized or plotted hysteria. Under such 
emotional pressure, sometimes intensified by other strains, 
some people lose their equilibrium of common sense and good 
judgment, but—on second thought—every gentleman would 
make amends and offer apologies. 


You are hereby invited to retract your false and 
libelous statements with proper apologetic regrets, and in 
such language as decency and common courtesy prescribe, and 





GERMAN RAILROADS 
INPORMATION OF FICE 
11 WEST S7TH STREET 


New York 


Mr. Henry Hoke - 2 - June 24, 1940 


to publish your retraction in the next issue of your 
magazine, devoting the same space and position to your 
correction as was given to your libelous statements. 


You are further invited to submit your re- 
traction to the same newspapers which were furnished 
information on your original libelous charges, and to 
secure from those papers which published your slander 
the publication of your retraction. 


If these suggestions are approved and carried 
out, you or your legal adviser may call at this office 
and upon presentation of proper proof that amends have 
been made, a waiver will be given, releasing you and 
your publication from further claims. 

Very truly yours, 


GERMAN RAILROADS 
I 


NFORMATION OFFICE 


E. Schmitz:br 





THIS LETTER RECEIVED ON JUNE 25th, 1940 


(For Answer See Next Page) 














UTOPIA? 


Excerpts from No. 32, May 18th number 
of News Flashes from Germany issued by 
German Railroads Information Office, New 


York. 


Cologne, May 18—Steamer trips on the 
romantic Rhine are as popular as ever, 
despite the closeness of military opera- 
tions. On May 14, the Cologne-Duesseldorf 
Rhine Steamship Company increased its 
schedules, so that at present several round- 
trips are made daily between Cologne and 
Mainz. 





Berlin, May 18—lItalian music is heard 
these days in many German cities. The 
famous Orchestra Romana da Camera of 
Rome is touring the country, 35 pieces 
strong, under Luigi Toffolo, giving 13 con- 
certs in Munich, Bayreuth, Berlin, Kat- 
towitz, Vienna and Salzburg. 

In return, some of Germany’s outstand- 
ing conductors will give guest perform- 
ances; State Conductor Herbert von 
Karajan of Berlin in Madrid on May 22 
and 24, General Music Director Clemens 
Krauss of Munich in Bologna on May 25, 
Hans Knappertsbusch of Munich in Milan 
on May 31, and Eugen Jochum of Ham- 
burg in Naples on June 21. 





Berlin, May 18—The extent to which 
the state gives financial support and other- 
wise assists the church in Germany is 
shown in the latest survey. Evangelical 
churches receive 70 million and Catholic 
churches 55 million Marks annually for 
salaries for their clergy, cost of seminaries 
and other purposes. In addition, the state 
collects for them 150 and 120 million 
Marks respectively in church taxes. There 
are in Germany 20,200 Evangelical con- 
gregations with 16,000 clergymen and more 
than 10,000 welfare institutions with 47,860 
deaconesses, 20,000 nurses and 4,800 
deacons. The Roman Catholic church in 
Germany comprises 48 dioceses, with more 
than 11,000 parishes and 33,000 secular 
priests. Without the Ostmark (Austria) 
and other new territories, Germany has 
661 male orders with 13,800 members, and 
over 90,000 sisters in 7,900 orders. Of the 
Catholic marriages, 97.13 percent are 
church marriages, and 99.74 percent of the 
Catholic children born are baptized. 





Hamburg, May 18—The German golf 
season is in full swing. Entries in the 
contests for the Grand Pless Cup, which 
begin tomorrow, May 19, on all German 
courts indicate an exceptionally large par- 
ticipation. The climax of the season will 
be reached later in the summer when the 
senior tournaments are held. The German 
Golf Association has just announced the 
dates for these senior contests: August 30 
and September 1 at Hamburg-Falkenstein. 





Vienna, May 18—lIncreased production 
and sales since the union of the Ostmark 
with the Reich are shown in the report 
of the Austrian-American Rubber Works 
“Semperit” for the year 1939. The com- 
pany has been able to declare a dividend 
of 8 percent. The report points out that 
Semperit, like Continental Rubber and 
many other industrial concerns which for- 
merly had depended to a large extent on 
imported raw materials, has during 1939 
adapted its machinery and manufacturing 
methods to the use of raw materials de- 
rived entirely from products of Germany. 





REPLY TO ERNST 


Mr. E. Schmitz 
German Railroads Information Office 
11 West 57th Street 
New York, N. Y. 
Sir: 
Pursuant to the Act of June 8, 1938 (as amended) you are registered 


with the Secretary of State of The United States as an Agent of The 
German Government. 


I would like to know if the threat implied in your letter of June 
25th was sent in behalf of yourself (as a German Agent) or in behalf of 
The German Railways (operated by your Government) ... or in behalf 
of The German Library . . . or in behalf of The German Government? 


And since my publishing office is only fifteen short blocks from your 
headquarters, I am wondering why you elected to send your communi- 
cation to my home in Garden City. Could it be that you are already 
adopting the Nazi tactics so “popular” in the rape of Czechoslovakia, 
Austria, Poland, Norway, Holland, Belgium and France. . . the intimi- 
dation of the women and children at home? 


I have only been in the advertising business for twenty years, so 
I have not had time to acquaint myself with “the high standards of 
promotion ethics” you claim to enjoy. TRUTH ... in Advertising... 
in news releases ... and in propaganda was never forcibly emphasized 
in my limited German contacts. 

You need not guess about my motives. They are perfectly clear. 
I am not suffering from hysteria or impelled by any selfish group. I 
want to do all that I can to eliminate from the mails all Hitler-Goebels 
dictated propaganda. 


I dislike all that the present German Government stands for. As 
long as we have freedom of the press . . . I have every right, as an 
editor, to say exactly what I think about the promotion efforts in the 
United States of ali organizations controlled, directed or influenced 
by the Government which has trampled on millions of free people 
every where. 


I refuse to be intimidated by you or by any other German controlled 
organization. I refuse to have my family intimidated. 


I refuse to apologize or retract my statements as published in our 
Vol. 3, No. 2, and my only regret is that the statements were not 
stronger. I reprint those statements on these pages—and state openly 
that reproductions of complete original article are available at my office 
(not my home) in any quantity at any time without charge. 


I would welcome the opportunity to present our evidence in a Court 
of Law to a jury of twelve Americans. It is high time we find out if an 
American citizen can be threatened by a foreign agent. 

You, and all the other Nazis who are abusing the privilege and 
hospitality of this free nation, are trying to dupe and dope the American 
Press and Public. You cannot deny your close tie-up with Goebel’s 
propaganda bureau, or The German Library of Information (Facts in 
Review carries identical items released in your bulletins). 

Why do you select me for attack? Many others have said the same 
thing. Even the head of the FBI said in a talk at Drake University that 
German and Communistic falsehood and fakery is gnawing at the 
Nation’s vitals, and that you want freedom of speech for yourself but 
want to gag others. What’s behind this threat to me? 

Americans resent your campaign to create fear and awe of German 
Might ... a campaign which hides behind the protective skirts of our 
generous laws. If you want to invoke those same laws to act against 
me, the decision is entirely up to you. 

Perhaps that decision will furnish the key to close your doors. 

I hope so... . 


SCHMITZ 


Sincerely 






RY HOKE, Publisher. 














ANOTHER STEP 


Most of the travel bureaus operated by “warring” nations have been 
closed. The German Railroads Information Bureau is still open. And for 
a reason. This information office at 11 West 57th Street keeps up contact 
with some 2,000 Travel Agents in the United States and has also special 
lists, such as members of stock exchange, professional men, etc. It is reported 
that several American Advertising Agencies are employed to handle the 


propaganda. 


Latest six page processed bulletin in possession of your reporter is 
dated No. 32 May 18, 1940. Purpose is obviously to show the glamorous 
and powerful state of affairs in Hitler’s beautiful kingdom of love, laughter 
and life. It reports on sports, theatre, music, education, economics, science 

. . even religion. Reading the reports of finance, agriculture and “culture” 





TS THIS LIBEL ? 





one would get the idea that noble Germany is intent on nothing but the 
opposite of butchery, murder, and world disruption. These railroad bulletins 
are part of the planned propaganda to lull America into fear or acceptance 


of the super-power of Hitler. The copy is alluring. It is deceptive. It 
should be barred from the mail. We appeal to the Post Office for a fraud’ 
order. No commercial organization in America could send out deliberate 
lies and deceptions. Why allow a foreign government—unfriendly to the 


U. S. A.—to do it? Why? 








Part of Article May REPORTER 


WAR NOTES OF INTEREST 


A Letter from Jack Carr 


Because this letter from that letter- 
writing man in Florida is so typical 
of the inner-thoughts of many busi- 
ness men... we reprint it in full 
without further comment. 


19th June, 1940. 
Henry Hoke: 


Was glad to read your “War in the 
Mails” article. Your indignation is justi- 
fied. And, as the only Direct Mail pub- 
lication, [ think you are right in taking 
up the matter. 


The pitiful part, Henry, is the fact that 
this is just one of the various forms of 
subversive activity going on in _ this 
country today. And this nation is a fer- 
tile fieid for every type of “ism” seeking 
to destroy Democracy. The very Democ- 
racy that protects them while they are 
engaged in subtle destruction. 


We've been so intensely interested in 
affairs abroad we’ve forgotten certain con- 
ditions here at home. For instance the 
number of unemployed has not been mate- 
rially reduced. Colleges and schools are 
turning out millions of young men who 
cannot find a job. 


These groups are a perfect “set-up” for 
advocates of a new form of government. 
Democracy is a nice word to fellows like 
you and me. But it sounds sort of hollow 
to men trying to support a starving family 
or all the young fellows who are losing 
hope of any chance of any kind of a 
future. 


Hating Hitler has been a popular pas- 
time for many months. Maybe you can 
remember when it was just as fashion- 
able to hate the Kaiser. The Kaiser was 
removed, but we cannot truthfully say 
that what we got in his place was any 
improvement. My personal opinion, which 
isn’t worth much, of course, is that it 
would not make the slightest bit of dif- 
ference if Hitler was hanged tomorrow. 


I have no love for Hitler. He may be 
all of the kinds of a son of a so and so, 
he has been credited with being. Neither 
have I any love for Joe Louis, the colored 
prize fighter. But I would hate like hell 
to go up against either one of them UN- 
LESS I was PREPARED and certain I 
was as strong and as good a fighter. 


Hitler has been able to build the great- 
est fighting machine the world has ever 
known. That is cold, realistic fact proven 
by results. 


We're a great nation for boasting, brag- 
ging and flag-waving. Senator Mushmouth 
of Floribraska suggests a twenty percent 
increase in naval forces. Some _ stuffed 
shirt from the middle-west says make it 
fifty percent. And the plan is broadcast 
in eight different languages. 


ut . . . it takes four to six years to 
build a battleship! 


Ford offers to build a thousand planes 
a day. But... the C.1.O. says you can’t 
have any dies to make the tools to build 
the motors to put in the planes unless 
some little plant in Cleveland installs the 
“check-off” system and fires the janitor 
who is non-union. 


Guess maybe all of us have some per- 
sonal plan for solving the problem and 








setting things straight. It is a source of 
pleasurable satisfaction to voice our opinion 
to anyone who will listen. Here’s mine: 


1. Compulsory Military Training at once. 


Not only to prepare to defend ourselves 
but to build a nation of physically fit 
men. At present only one out of four are 


fit to fight. 


2. Compulsory Registration of every 
alien individual and group. With complete 
case history of activity, source of income 
and expenditures. 

3. Closer attention to problems within 
our own borders. 

A satisfied people, given a fair chance 
to earn a fair living and raise their chil- 
dren are not likely to listen quite so 
eagerly to aspiring Hitlers. 

We are living in a different world. 
Royalty is on the run and religion has 
lost its grip and influence. What we need 
fear is not war... it’s revolt! 


And the conditions that brought about 
the chaos in Europe CAN BE DUPLI- 
CATED HERE . . . TODAY! 


Yours, 
JACK. 





REACTIONS! 


Since the appearance of “War in The 
Mails” article, your reporter has received 
many letters. Here are a few excerpts. 
For obvious reasons, we delete names of 
writers—but all letters are on file (in a 
safe place) and have been shown to 
Government authorities. 


“I don’t often do this—but I feel as 
though I would be withholding something 
if I didn’t endorse every word you wrote 
in ‘War in The Mails.’ Sure, there are 
great dustclouds being raised. And as 
usual everyone who has an axe to grind 
is shouting ‘Nazi,’ ‘Red,’ and ‘Fifth Col- 
umnist’ at everyone else against whom he 
has a real or fancied grievance. But 
underneath all this there is a very real 
and seriously threatening movement which 
some day must be dragged out into the 
open and crushed. The dustcloud raisers 
make this task more difficult. Your clean 
and not-too-dispassionate appraisal of the 
situation makes it easier. And so, for all 
those who feel as I do and who have not 
yet written to tell you so—‘Thanks!’” 





“This is a timely article and a warning 
to the citizens of the United States to be 
on the lookout for such material. There 
is no question but that there is a lot of 
it being issued. Our office has received 
quite a good deal of it.” 





“What in the world is it that we can 
do as far as this whole crazy situation is 
concerned? I would be interested in know- 
ing what success you have as far as the 
government response to your suggestions is 
concerned.” 





“T would like very much to enlist under 
your banner in your ‘personal war’ against 
Germany.” 





“We could distribute about fifty copies 
if it is convenient for you to furnish them 
to us.” (Ed. note: Furnished.) 





“Every time I speak about this to any- 
body, the comeback usuall is that if we 


(Continued on next page) 





War Notes of Interest 


(Continued from previous page) 


did anything about it we would destroy 
free speech and freedom of the press and 
possibly some other freedoms that we now 
enjoy. These arguments always seem silly 
to me and very much like the man with 
a bad case of appendicitis who refused 
to have the appendix removed because it 
would make him sick temporarily.” 


“Some Dam Phool put me on the list 
for the German Library of Information 
and I have been getting this stuff every 
week for about three months now. 
turned it over to the FBI in Boston. It 
seems to me as though you have the right 
answer in declaring this German junk as 
fraud and in that way it might be stopped. 
But, of course, this is a free country and 
look at the hard time we are having try- 
ing to throw Harry Bridges out!” 


“I am appointing myself a committee of 
one to see that this information gets dis- 
seminated among people who will write 
to our Senators and Congressmen.” 


“You are putting on one of the best 
performances of your career in your cam- 
paign to eliminate German Propaganda. 
It’s bound to carry some weight—and to 
lead to some results.” 


“If there were more Americans like you 
in this Country, it wouldn’t take long to 
wipe out the Nazi Octopus here, if not 
wipe it out entirely, at least cut it’s ten- 
tacles so short that it would be real harm- 
less. Every Congressman and Senator 
should receive a copy of the article. More 
power to you for thinking America in a 
good American way!” 


“You deserve full support for your 
editorial ‘War in the Mails.’ This editorial 
should be reprinted and thousands of 
copies sent out to business firms, news- 
papers and public officials.” 


“Your action deserves the fullest sup- 
port of thinking people. You might like 
to know that one of the men in our 
organization read this editorial into the 
minutes of our Rotary Club. They were 
in 100 percent agreement with everything 
you recommended. The minister member 
of this club was a recipient of the mate- 
rial you referred to and frankly admitted 
that his thinking had been influenced by 
what he had read. It is time for us to 
take the slogan of the ‘Information Please’ 
radio program, ‘Wake Up, America.’ ” 


“T hope that through the efforts of such 
citizens as yourself, enough emphasis can 
be placed upon this to bring results.” 


“IT am all for the ‘War in the Mails’ 
article. And what’s more, I believe every 
true American feels the same way about 
& 


“Congratulations on your exposé. Would 
be interested to know the reaction to this 
article, and if the Post Office Department 
has made any move to stop it.” 


“You want suggestions for fighting the 


‘War in the Mails.’ Here’s mine: Come 


out and name names. What Congressmen 
are pro-Nazi? What newspapers are print- 
ing handouts from Nazi propaganda mills? 
What hotels are Nazi and pro-Nazi hang- 
outs? What ‘former high stepper in Ad- 
vertising Circles’ is on the skids? What 
advertising agencies are employed to 
handle Nazi propaganda?” 


“Winchell hits the mark because he is 
never afraid to state names, places, dates, 
and all available information. If Amer- 
icans are going to fight this filth, Henry 
Hoke should be equally fearless.” 


Reporter’s note: The Nazi and Com- 
munistic strategists are using the threat 
of libel to muzzle “the press” (see 
Schmitz correspondence). Until THE 
Reporter has a “war chest” equivalent 
to Winchell’s . . . we will fight the dis- 
ease . . . and turn in the names of the 
disease-spreaders to the proper authorities. 


QUESTIONS 


for Ernst Schmitz 


Just what is the real excuse for the 
German Railway Information Service? Can 
it sell or provide tickets for transportation 
in Germany, Czechoslovakia, Holland, Den- 
mark, Belgium, Norway or France? Can 
it (or will it) supply accurate, confiden- 
tial information about economic or travel 
conditions in the countries controlled by 
Germany? Is it true that the real purpose 
of the Railway office is to provide an 
additional outlet for contacting German 
Agents throughout the United States? 
Many other questions have been asked 


this reporter. 


It is reported that the German Govern- 
ment printed last week—and is distributing 
secretly—a small booklet giving instruc- 
tions to all German Agents in United 
States. (Telling them how to answer ques- 
tions if interrogated and suggesting all 
angles of verbal activities.) Job was 
printed in New York. Some (in our 
round table) know by whom. If any 
reader can “grab” a copy ... send or 
bring immediately to this reporter. 











News Paragraphs 


Your newspapers reported that Arthur 
Dietrich (brother of Adolph Hitler’s press 
chief) has been expelled from Mexico. 
(See item page 7, May REPORTER.) 


That will close one source of propaganda 


in the mails . . . provided Herr Dietrich 
doesn’t transfer his residence into the pro- 
tective arms of our Civil Liberties Laws 
(which the Nazis know so well how to 
abuse). 


Congratulations to all the newspaper and 
radio columnists who are revealing the 
truth about German propaganda . . . with- 
out mincing words. Walter Winchell is 
still at it; George Britt is doing a mag- 
nificent job in The World-Telegram. The 
Times and Herald Tribune are blasting out 
with everything they can get. A special 


orchid to the Editor of Hoosick Falls 


Standard Press, Hoosick Falls, N. Y. for 
his June 20th column in which he reveals 
that every newspaper in this country is 
being flooded with “German tripe” in 
carload lots. He asks “And why should 
Germany spend all this money ‘to justify 
its venal acts of the last few months?” 


Yes, why? Ask Mr. Schmitz. 


FLASH: lf anyone would like to know 
the names of the well-equipped, high- 
speed 100% American Printers who are 
producing for The German Library of 
Information and for the Communists .. . 
call on the reporter. We will be glad to 
give our recommendations. 


All evidence collected by THE REPOR.- 

ER . and all evidence being sent in 
by readers is being submitted to the proper 
Government Authorities. 


FLASH: In spite of all negative pub- 
licity, and probably to show their contempt 
of American contempt ... The German 
Library of Information has DOUBLED 
THE SIZE of its propaganda sheet “Facts 
in Review.” Latest issue dated June 17th. 
Sixteen pages instead of the previous eight. 
Purpose obviously to show that Germany 
will win and we’ve got to “be good” on 
trade relations whether we like it or not. 
The threat:— “When peace comes, the flow 
of goods across the Atlantic will assume 
larger proportions than ever before.” 


—_—_ 


Don’t ask for any additional copies of 
our May REPORTER. Completely sold out. 


Reprints of War article still available. 


It is reported that The American Fellow- 
ship Forum will stop operations. Since 
the membership list became known to 
F.B.I. (and others) there have been some 
red faces among prominent American Bus- 
iness Men who had fallen for the “cause.” 
Director Frederick Auhagen’s letter to the 
Editor of The New York Telegram caused 
us to weep alligator tears. He complains 
that his “career” has been ruined because 
of George Britt’s revelations. Isn't it a 
shame? (Note: Reporter readers are urged 
to show this item to all officers of their 
companies since “strangely familiar” names 
appear on American Fellowship list.) 


Disturbing Fact: Does Mr. Dies know 
that it is impossible for anyone (in or out 
of Government ) to find out from Public 
Printer Giegengach how many government 
franked envelopes are ordered or used by 
certain members of Congress? Not even 
the Post Office . . . which has to carry 
the mail free. It is a protection for Con- 
gressmen!! Democracy!!!! Neither can 
anyone find out how much Congressmen 
“pay” for those reprints mailed to German 
Library of Information list—and which are 
carefully labelled “not printed at Govern- 
ment expense.” Isn’t it about time some- 
body is entitled to find out about all of 
this? 


If you believe that something should 
be done at once to free the mails from 
insidious, destructive foreign propaganda 
—write to your Congressmen, to the Post 
Office, to the F.B.I. . . . or to anyone 
else who may help to devise some way 
to eliminate the protection our present 
laws give to the destroyers of Peace. 
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A BID FOR THE REPORTER CUP 


You may remember me as the bird who “almost” won the REPORTER Cup in the 
1939 DMAA Contest for our campaign on Formula SBS-11 industrial soap. 


Here is an idea which has now been perfected, tested, and has been proved (for 
our business, at least) very successful. 


Formerly we used our direct mail advertising in the form of two big annual doses— 
one after Labor Day and the other in February. Our appeal was very general, and 
returns were good. 


This year we decided to advertise our product by direct mail and to stress to each 
industry the particular appeal which our product has for that industry. I have been 
calling this, correctly I think, vertical direct mail advertising. After correcting, enlarging, 
and re-filing our lists, we ran a series of tests and as a result decided on a 3-mailing 
campaign. 


So far we have mailed to the Metal Working, Food, and Textile industries, and 
returns have been exceedingly good—better than any we have had previously. 


We have, at little expense, “personalized” the mailing enclosures, and have used our 
letters (for action-getting) for changes in specific copy appeal. It seems to me that 
many other firms could use some such scheme to boost their mail returns. Incidentally 
we ran these tests (item named first worked best and was adopted): Stamps (first class) 
vs. Meter (first class); 3-color vs. l-color reply cards; cellophane window vs. plain en- 
velopes; filled-in vs. plain business reply card; filled-in letter vs. running head letter; 
l-color vs. 2-color letterhead; tests to determine best day of week to mail won out for 


Monday. 


Whether this use of Direct Ma?! (i.e. Vertical) can be classed as “Showmanship” I 
do not know—but if such is the case, consider me a bidder for the REPORTER Cup. 


Cordially yours, 
E. N. Andrews 
Advertising Manager 
Sugar Beet Products Co. 
Saginaw, Michigan 


Reporter's Note: The cup is up to the judges. My sincere praise can 


be given freely and immediately. 


We are glad to have this material. Only difference in each letter is the 
name and figures for that particular industry. The four-page, three color 
circulars are the same, except for the photo on the front, and the list of 
factories using Formula SBS-11. Letters, circulars, and reply cards are well 
written and well produced. 


Let’s have some more bids for that Reporter Cup. Get entrance forms 


from the D.M.A.A. 
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FOR OLD CUSTOMERS 


REPORTER Roy Mumma of The Alling & 
Cory Company, P. O. Box 1407, Pitts- 
burgh, Pennsylvania, sends us a fine new 
idea used by the C. A. Verner Company, 
(shoe store) in Pittsburgh, for reviving 
inactive accounts. It’s a_ plain’ card 
printed in two colors only on one side. 
The copy reads: 


“A fresh pair of laces for your old shoes... : 
And a reminder to buy your next pair of 
shoes at Verner’s. Your charge account 
is ready for you at any time.” 


C. A. VERNER Co. 


Stapled to the card and wrapped in 
cellophane was a pair of shoe laces. The 
names and addresses were run from the 
customers plates on the other side of the 
card and the card was inserted in the 
regular monthly statement window envel- 
ope and mailed out the first of the month. 
Roy reports that new business already 
brought in has paid many times the cost 
of the mailing. He thinks it’s a swell 


idea . . . and we agree. 
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COLORFUL PROMOTION 


Your reporter likes the colorful promotion 
now in progress and directed by M. E. 
Siegel, Editor-Manager of The Progressive 
Salesman (Direct Sellings Modern News 
Magazine), 22 East Twelfth Street, Cincin- 
nati, Ohio. 


A multigraphed post card announced 
that “Tomorrow you will be handed a large 
manilla envelope, bearing this message: 
FOR YOU WHO SELL THROUGH MEN 
WHO SELL.” (Rest of card was teaser 


copy to induce reading.) 


The next morning the envelope arfrived 
containing a unique booklet. Its dver all 
measurement is 1244” x 914”. It is plas- 
tic bound. The title is embossed on a 
round thick label tipped to the first sheet. 
There are six sheets of that stiff double- 
deckle paper. Each sheet is shortened so 
that all the double-deckles of varying col- 
ors are shown. That is, the bottom sheet 
which is blue measures 1244” x 94%”. The 
next sheet which is wine colored, measures 
12” x 914” and so on up to the top sheet 
which is green and measures 10” x 91%”. 
Copy inside is printed in two colors. We 
. . . but the 
story is well told. It’s one of the best 


won't attempt to analyze it 


pieces of magazine promotion we've seen in 
a long time. 


CRAFTSMANSHIP IS ECONOMY 


IN A WELL-WRITTEN and beautifully pro- 
duced booklet, The F. A. Bassette Com- 
pany, Springfield, Mass., explains that 
“Craftsmanship is Economy.” The crafts- 
manship they speak of is that of printing. 
There are only 5 pages of copy, but the 
words, type, illustration and paper that 
make up these pages look and feel and 
breathe “fine printing.” Cover, 8144” x 11”, 
is grained and deckle edged. The whole 
job certainly proves that craftsmanship is 
beauty. 





A GOOD COOPERATIVE 
HOTEL CAMPAIGN 


The Pennsylvania Hotels Association is doing a real job for its members 
—and all other hotels—with a thoughtfully worked out campaign that 
includes many forms of Direct Advertising. We cant give vou all the 
details of the campaign, but here are some of the pieces they are using: 


CORRESPONDENCE STICKERS. Neat, modern, red-and-yellow sticker 
with the slogan, “for a fresh START STOP at a Hotel.” (This slogan is 
carried through in all the other pieces.) Over half a million of these have 
been distributed by members and by hotels outside of Pennsylvania who 
like them well enough to buy a supply. 


BOOK STAMPS. Stamp-size booklets with gummed back pages. Photos 
of four typical hotel guests and why they patronize hotels. These booklets 
are used by members on correspondence, menus, cards, etc. 


CALENDARS. Celluloidscovered calendars to fit into wallet. Reverse 
side lists postal information, things men and women should not forget to 
pack, and several slogans. 


CARDS. Explaining Pennsylvania speed law, cautioning motorists to 
drive under 50. Brief, but good copy. 


BLOTTERS. Featuring Irvin S. Cobb, “Why ! Stop at a Hotel.” 


FOLDERS. Listing Pennsylvania communities observing Daylight Sav- 
ing Time. 


ADVERTISING MESSAGES. In single sheet and leaflet form, used as 


correspondence enclosures. 


MAGAZINE. LIVE, an attractive and interesting publication, containing 
stories and information about hotels, their management, and their guests. 
We picked up a copy and read it through. Particularly liked odd facts 
about hotels and travel such as these names of old inns of America to 
stir your imagination: Elbows, Pinch’em Slyly, Wrench’s (if the “r” is 
missing. it's a typographical error), The Running Pump, Widow Ashkettle’s, 
etc. 


What impressed us most about this whole campaign is the homey, 
friendly tone of the copy. Not flowery, not too sophisticated, not high-brow 
—the straight facts, told with an understanding of the traveling public’s 
needs and desires. 





Can You Tell by Looking at the Back of an 











Fis flap scole envelope whether it was mailed third-class or first-class? 
all the ease | — The concealed inspection opening and the flap that seals all the way across 


make Curtis POSTAGE REDUCER envelopes look like FIRST-CLASS MAIL... 


this means increased attention for the mailing at low cost and better net results! 








Write for Samples and Prices 


CURTIS 1000 INC. 


1000 University Ave. 
ST. PAUL, MINN. 


342 Capitol Ave. 


1814 E. 40th St. 
HARTFORD, CONN. CLEVELAND, O. = ! 
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BETTER BOOKLETS AND FOLDERS 
ON EMPRESS OFFSET ENAMEL 


Offset printing is becoming increasingly important in Direct Advertising. 
Here is a coated paper, made especially for the process, which assures bright 
colors and sharpness of detail so necessary in effective printed literature. 

Empress is also used extensively for letterpress printing, especially where 
high-gloss inks are required. It handles well on the press and its coated 
surface causes the inks to retain their gloss. 
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Here are a few typical booklets which use Empress Offset Enamel 
as the foundation for bright colors and cilear-detail wlustrations. 


1. Lithographed in black and high-gloss red this is one of the most attractive appli- 
ance catalogs we have seen. Colors are so lustrous and photographic detail so sharp, 
only an expert could determine that its production had not involved the use of expensive 
halftones. 

2. This beautiful catalog is lithographed in a “riot of color,” reproducing the entire 
line of gloves and mittens in their actual clear colors—all the way from delicate tints to 
strong green, red, blue, orange and brown. 

3. Empress Enamel and any type of offset equipment are an ideal vom. n for 
reproducing white stoves and other modern kitchen, bathroom and laundry equipment. 

4. A booklet selling heavy machinery must have sharpness of detail, especially in 
close-up photographs. Here Empress Offset provides suitable background for 32 pages 
of Bucyrus-Erie pictures and copy. 

5. This booklet featuring control motors for a’rcraft, shows many attractive action 
pictures as well as sharp detail close-ups of motors. 

6. The building industry has found Empress Offset Enamel helpful in producing 
illustrated mailing pieces at moderate cost. This effective broadside combines sharp 
pictures and complete sales information. 








A VERSATILE PAPER 


Few, if any, enamel papers are adaptable 
to so many uses as Empress Offset. 

It is an ideal sheet for all types of offset 
equipment, giving clarity of detail and 
brightness of color never before possible in 
offset printing. 

It is equally appropriate for letterpress, 
not only for high-gloss inks, but is proving 
increasingly popular for multicolor print- 
ing. Beautiful results are obtained both 
with regular process work and with Koda- 
chrome. Its bright white surface is just 
right for color printing. 


WHERE USED 


Booklets 

Catalogs 

House Magazines 

School Annuals 

Folders 

Publication Inserts 

Broadsides 

Inclosures 

Posters 

Wall Hangers 

Streamers 

Pennants 
Empress has good strength and folding 
qualities and, in the heavier weights, is 
used for booklet, publ cation and catalog 
covers. 
It is one of few coated papers that work 
successfully with Kleen-Stik, which in- 
creases its value for use in “point of sale” 
advertising displays. 


MODERATE COST 


In addition to all of its other advantages 
Empress is also a paper of moderate cost. 
In fact it probably costs less than the 
paper you are now using for similar pur- 
poses. 





FREE DEMONSTRATION PACKET 


This kit of samples contains typical 
printed pieces which demonstrate the effec- 
tiveness of Empress—also plain sheets for 
dummy use. Please write for it on your 
business letterhead. 





6040 WISCONSIN AVENUE 





This entire page is an advertisement of 


THE APPLETON COATED PAPER CO. 
APPLETON, WISCONSIN 


Write for your copy of the free Idea Kit: mentioned above. It 
will be genuinely helpful to you in planning your advertising. 
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How to make 


YOUR Direct Mail 
More Productive! 


Concentrate on highly SELEC- 
TIVE Outside Lists of proven 
Mail Buyers and Inquirers who 
are customers of other Compa- 
nies and who like to buy by Mail! 


It will increase your inquiries or 
orders, cut your costs, speed 
up and stream-line your direct 
mail activities—and sales! YOU 
are invited to outline YOUR 
detailed PROBLEM. 

Dept. R-7 
MOSELY SELECTIVE LIST SERVICE 

Mail Order SION Moadguarter 


230 CONGRESS STREET 
BOSTON 


""*MOSELY has the LISTS" 





Direct-Mail Address 
Costs Cut In Half! 


Now you can afford (if you 
are a large mailer) to use an ad- 
dressing machine instead of a 
typewriter on any mailing list 
addressed more than once. This 
is revolutionary, because hereto- 
fore names have had to be ad- 
dressed at least four times before 
it was worthwhile to make ad- 
dress plates for them. 

Send for circular, “Elliott 
Starts Addressing Revolution!” 
Learn how a 3-time addressing 
on a list of 100,000 names will 
pay for both the Address Cards 
and the Addressing Machine. 
And with this new Elliott system 
you will have no filing cabinets 
or trays to buy. 


Addressing Machine Company 
127 Albany St. Cambridge, Mass. 
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IN DEFENSE OF FOUR PAGE LETTERS 


Here is one letter: 


In reading the last issue of the Reporter, I came across an article at the top of 
page 18, headed “Interesting Question.” In the second paragraph, you say, “From our 
observation, the next form (of direct mail) which has shown the greatest decline is 
the four page illustrated letter.” 


This sentence stopped me because we have printed more four page letters in the 
last eight months than we had in the previous eight years. I went through my files 
and have pulled out seven of them as examples. 


The LeBlond letter was printed and sold to LeBlond dealers, quantity 30,000. The 
Cambridge four color process letters were sold to dealers also, quantity approximately 
45,000 split among the three. The one Barrows letter is being used for all correspondence 
by that company and the other is being sold to dealers, quantity in total, 17,000. The 
Higgin letter is being used as a mailing piece by Higgin with the letter printed with 
the black form with a piece of silk locked in the form over the typewriter type. This is 
the third letter we have printed for Higgin in seven months. 


Our experience with four page letters may be unusual but the samples and figures 
are authentic. On top of it all, the sale price of these letters to the dealers ranges 
from 40 dollars per thousand down to 20 dollars per thousand and particularly on the 
Cambridge letters, dealers have repeated as many as four times. 


The die cut name was the big feature in selling the LeBlond and Barrows letterheads, 
which fact should gladden your heart. 


It may be that your article will bring you other four page letter experiences and 
then maybe not, but I thought that you might be interested in knowing about ours. 


Sincerely, 


Bob Nau, The Seyler-Nau Company, Cincinnati, Ohio 


Here is another letter: 


In your April issue under the heading, “Interesting Question” you made the statement 
that next to broadsides the four-page illustrated letter had shown the greatest decline 
in use and effectiveness. 


Our experience is to the contrary. We have made particularly effective use of the 
four-page letters like the attached, in which the endorsement and appeal has been highly 
localized. 


I should like to hear more about what your other readers have to say on this subject. 
Sincerely, 


L. Rohe Walter, Advertising Manager, 
The Flintkote Company, New York, New York 


Reporter's Note: OK, Bob and Rohe ... maybe we were wrong. 
Maybe we don’t see as many as we used to see. Glad the subject came 
up because we'll probably be seeing a lot more . . . and rightly so. 


The four page illustrated letterhead is ideal for manufacturers to 
supply dealers—simplifying printing problems. Let’s have more reactions 
or arguments about the same subject. 


Suggestions Wanted: Just as we go to press, your reporter has “dis- 
covered” another plan to combat the foreign propaganda campaigns. It 
will have to be developed carefully and we hope to be able to present it in 
next issue. Perhaps the Direct Mail Industry could be mobilized to fight 
destructive propaganda with constructive propaganda. If any of you have 
concrete suggestions . . . shoot at once. 
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HERE ARE THE 


FINEST ROLLERS 


ann BLANKETS 
FOR YOUR PRESS! 


a Ends 
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RAPID ROLLER COMPANY 


World's largest plant devoted exclusively to producing rollers and blankets for the graphic arts 


D. M. RAPPORT, Pres. Federal at 26th Street, CHICAGO 
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Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way. 
double wrap the short way. cross- 
ing twine underneath package. 


W rite ~- 
For Our 
Free Trial 


Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 


Mitheiltenlt 


SALES EXECUTIVES 


Original Customer 
and Agent Letters 


Only '!/>c. each for 15 day 
rentals, in lots of |,000 to 5,000, 
from the Owners, and not Let- 
ter Brokers. 


BIGGER SALES AWAIT 
YOU AT VERY LOW COST! 


Here is a lucky find for Mail 
Order Men and Direct Sale 
Executives in Original Custom- 
er's and Agent's Letters which 
we rent only to selected, non- 
competitive concerns. Guaran- 
teed fresh, live, legitimate, and 
very little used. It will pay you 
to investigate at once. 


WRITE TODAY! 
Crown Mail Order Co. 


164 MONROE STREET—DEPT. B 
New York City 
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ANOTHER LETTER TEST 


Which of the following two letters is IN YOUR JUDGMENT THE 
BETTER PULLER? Your reporter asks each reader to judge these letters in 


his own mind before reading the comments which follow: 


LETTER “A” 


Would you like to save at least fifteen minutes a day—an hour and a quarter a 
week ? 


This saving is made possible by the Executive’s Desk Secretary, which automatically 
organizes your day’s work, relieving you from petty details, and calling matters to your 
attention at the right time. 


It assures prompt attention to: 
—Letters to answer or follow up 
—Quotations to make 
—Appointments to keep 
—QOverdue accounts for attention 


as well as keeping your desk clear and all your papers systematically filed. 


This efficient Secretary, which is fully described and illustrated on the attached 
leaflet, costs 32/6 post free—a modest sum considering that it will serve you at every 
point of your day’s work. 


It is not necessary to send a cheque now. Simply post the Request Form today and 
the Secretary will be sent to you ready for your immediate use. 


LETTER “B” 


Will you be good enough to give me the benefit of your judgment on an Office 
Device which will save you at least 15 minutes a day—an hour and a quarter a week? 


If you will do me this favour it will help me to decide whether to make it available 
to other business men, too. 


We have named this device the “Executive’s Desk Secretary” because it will 
automatically organize your day’s work, relieve you from the worry of petty details 
and call matters to your attention at the right time. 


It will assure prompt attention to: 


—Letters and enquiries to answer and follow up 
—Overdue accounts for attention 
—Appointments to keep 


as well as providing a “worry-proof”’ method of filing memos and confident‘al notes 
where they are always available at a moment’s notice. 


All we want you to do is to try out the Desk Secretary for a week—at 
our expense. If at the end of that time you should like the Secretary so well 
that you want to keep it for your own use—the special introductory price to 
you will be—not the 42/6 at which we intend to price it—but only 37/6. 


Otherwise all that is necessary is just to send it back in its original container, and 
in payment for the week’s use, give us your opinion of its salesability. 


In return for th's favour I will enclose with the Desk Secretary a copy of 
the Executive’s Diary for 1939—which you may keep whether you retain the 
Secretary or not. 


On this understanding will you mail the enclosed Reply Form today, please? Better 
still, fill it in now while this letter is before you and drop it in your outgoing mail basket. 


COMMENT ON LETTERS “A” AND “B” 


These letters were sent to us by Mr. C. Moffat of L. T. Watkins, Ltd., 
176-186 Cuba Street, Wellington, C.2, New Zealand. They show how the 
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replanning of a sales letter increased orders by 63%. Letter “A” was written 
before Mr. Moffat read The Robert Collier Letter Book. Letter “B” was 


revised to follow suggestions given by Robert Collier. 


Here are the comments given to us by Reporter C. Moffat from far 
away New Zealand. 


Letter “A” :—500 Mailed 
Replies 22 (4.4%), Returns 3 (13.6%), Orders 19 (3.8%). 


Letter “B’:—500 Mailed 


Replies 42 (8.4%), Returns 11 (26.1%), Orders 31 (6.2%). 
5 of the 11 who returned the Secretary retained the diary. 


List Used:—Business Executives—Office Address 

In both cases the personalized letter, real pen signatures, circular, business reply 
envelope, Id. postage (sealed)—was used. In subsequent mailings we used an addressed 
reply envelope instead of the business reply as a test proved that the business reply 
made it too easy—a greater proportion of the diaries being retained when it was used. 


(These mailings were made in the middle of the year when it would have been 


dificult to even give the diaries away.) While all mailings did not pull as well especially 
when we ran out of stock of the diaries one list pulled as high as 9% orders. 


An interesting slant on letter “B” was the number of acknowledgements it brought 
from business executives even though they were not interested in the Secretary itself. 


As Robert Collier says in his book, the appeal used in letter “B” rarely fails. 


We tried it again recently on a mail order proposition to old customers. Whereas 
wh ty J 


an “ordinary” letter pulled but 1.7% early last December, re-written in Robert Collier 
stvle we received 7.3% orders (net) in April, on a non-seasonable offer to business firms. 


W.P.A. MAILS INSTRUCTIONS 


Some reporter sent us the multigraphed slip which accompanied recent 
W.P.A. checks. We think the copy is so interesting that it deserves reprint- 
ing . . . without further comment. 


TO ALL EMPLOYEES OF THE WORK PROJECTS ADMINISTRATION: 


In order that there can be no misunderstanding of Work Projects Administration 
rules about voting rights of employees, regulations of this Administration on this matter 
are stated as follows: 


1. You are entitled to vote or not vote, as you choose. 


2. No one either connected with or not connected with the Work Projects Admin- 
istration can get you fired or change your wages because you do or do not vote or 
because you belong to or do not belong to a political party. It is against the law 
for anyone to ask you for money for any political campaign. 


3. If you are employed in an administrative or supervisory capacity you may vote 
as you please and express privately your opinion on political subjects. However, 
it is against the law for persons who are employed in an administrative or super- 
visory capacity to engage in political activity or to take an active part or use 
their influence directly or indirectly in political management or political cam- 
paigns or in political conventions. 


4. Every effort will be made to arrange the working schedules so you will not lose 
the necessary time taken for voting purposes. 


5. Voting is your own business. Keep it that way. 


As Commissioner of Work Projects, I will not tolerate any violation of the above 
regulations. The Work Projects Administration is not in politics and does not take part 
in politics, either directly or indirectly. 


F. C. Harrington, Commissioner of Work Projects 
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POCKET THE 
DIFFERENCE! 


The difference between the Order- 
Velope and the ordinary flat order- 
envelope form is the completely 
formed pocket that invites confidence 
on the part of your customers to 
enclose cash with order. 

The difference between the Order- 
Velope and the separate order form 
and envelope is the one unit construc- 
tion that has been proven to increase 
returns. 

THERE IS NO DIFFERENCE IN PRICE. 
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INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 


BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 








ORDER-VELOPE COMPLETELY 

FOLDED, READY FOR MAILING 

ORDER AND REMITTANCE. 
Why not pocket the difference in increased 
profits that Order-Velopes will bring you as 
the order form envelope presentation in 
your direct mail, catalogs, packages, books, 
broadsides, pamphlets, for counter distribu- 
tion, and for every mail order effort that 
requests a return enclosure. 


WRITE for SAMPLES and PRICES TODAY! 


THE SAWDON COMPARY, Inc. 
230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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The miracle of the machine that 
captures a voice! Spencer Tracy, as 
‘““Edison, The Man,’ in M-G-M’s 
picture of the same name, invents 
the first phonograph. 





Blessed Event 


for every business man 


The Edison Voicewriter (great- 
grandson of Thomas A. Edison’s first 
phonograph) is a blessed event to 
every business man. It receives instruc- 
tions, notes, dictation, memoranda. 
And it leaves your mind free to con- 


centrate on important matters. 


Edi 


EDISON 


SAY IT TO THE 








P 


It’s a blessing to be able to ta/k your 
work away—to a beautiful, new, 
streamlined Ediphone. (A boon to 
your busy secretary, too!) Write Dept. 
R6, Thomas A. Edison, Inc., West 
Orange. N. J., or Thomas A. Edison 
of Canada, Ltd., 610 Bay St., Toronto. 


hone 


OICEWRITER 








« | .an 81/>"x 11” Miracle!» 
(on your desk) 








? 
. 


“... it’s streamlined 
(at your desk) 









See the beautiful, streamlined Edison Voicewriters today. 





And see “Edison, The Man,” starring Spencer Tracy — 
an M-G-M picture produced by John W. Considine, Jr. 











CORRECTION 


TROY M. RODLUN, 1427 Eye Street, Wash- 
ington, D. C., sends a correction for those 
Postal Commandments on Page 22 in the 
May Reporter. 


“Commandment VI is the offender. The 
Post Office does not now require over-size 
reply cards to be called ‘envelopes.’ They 
are now called what they are—cards. But 
the letter business reply postage rate still 
applies to them. At first the Post Office 
ruled informally that oversize cards be 
called envelopes, but this ruling is now 
out-of-date.” 


Reporter's Note: We don’t know how this 
slipped through but you had better 
mark your Commandments if you are saving 


them for reference. 


DOUBLE REPLY CARDS 


MILDRED R. WEBSTER, Executive Secretary 
of the National Industrial Advertisers As- 
sociation, Inc., 100 East Ohio Street, Chi- 
cago, Illinois, asks: 


“Did you know that there is a_ postal 
regulation that permits the mailing of the 
‘reply half’ of double post cards from 
Canada to the United States under 2c 
United States postage and that it works 
the other way, too, from United States to 
Canada.” 


Mildred says she found this out when 
mailing cards to their members in Canada 
verification of names and 
Quite a few of the Canadian 
members took the trouble to afhx 2c Cana- 


asking for 
addresses. 


dizn postage to the already stamped U. S. 
Government post card ... so evidently this 
regulation permitting the return of the card 
carrying United States postage is not well 
known. 


We checked up and found that Mildred 
is right. So we pass the news along. 


° 
HOSPITAL ADVERTISING 


WE PREVIOUSLY praised the beautiful book- 
let issued by The Millard Fillmore Hos- 
pital, 875 Lafayette Avenue, Buffalo, New 
York. We'll have to give a salute now to 
the 8%” x 12” 20 page brochure issued 
in behalf of the proposed new Maternity 
Pavilion of the Norwalk General Hospital 
. and we are glad to add it to our file 
at The Direct Mail Center. Beautifully 
printed and marvelously illustrated with 
architects’ sketches and photographs. Social 
Service advertising is getting better. 
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ONE FOR BOOK 


REPORTER TIM THRIFT thinks this mailing 
is “one for the book.” It is one of those 
perforated, tuck-in post card circulars. It 
was issued by the Massachusetts Mercan- 
tile Police, 1430 Massachusetts Avenue, 
Cambridge, Massachusetts. It asks people 
to investigate the “Summer Residential 
Watchman Service” of this organization. 
On the outside above the address was this 
startling heading: 

“This Is An Advertisement 

Why Not Throw It Away?” 


No further comments. Maybe it worked. 


* 
DIRECT MAIL REFERENCES 


MAKE A NOTE of the fact that the Depart- 
ment of Commerce Business Information 
Service has just issued an eight page 
mimeographed bulletin entitled “Some Ref- 
erences On Direct Mail Advertising (Basic 
Information Sources).” It was compiled 
by Gladys A. West of the Business Infor- 
mation Service with the cooperation of 
Emma D. Schutrumpf of the Specialties 
Division. A good thing to have in your 
library because it lists all sources of pos- 
sible information (and we are glad to see 
that it includes The Reporter and The 
Reporter Study Course in Direct Mail Ad- 
vertising ). 


FOR IMPROVED POSTAL 
SERVICE 


AT THE MID-YEAR meeting of the National 
Industrial Advertisers Association, held 
March 29, 1940 in Cleveland, Ohio, the 
Board of Directors unanimously adopted a 
petition to the Post Office Department. 
Purpose of the petition: to recommend 
changes in the handling of non-deliverable 
third class mail so that each piece re- 
turned would have the reasons for non- 
delivery distinctly and legibly indicated. 
To quote a part of the petition: 


“The large variety of stamps used is 
confusing to employees responsible for the 
maintenance of mailing lists and when in- 
sufhcient information is given the purpose 
of this service is defeated. We therefore 
ask that one design of rubber stamp be 
used by all post offices. This stamp to be 
comprehensive and all inclusive as to rea- 
sons for non-delivery and that this one 
stamp only be applied to the face of the 
piece of mail to be returned.” 


We agree with the N.I.A.A.—any steps 
made to overcome present deficiencies 
would make the Post Office services of in- 
creasing value to the users of Direct Mail. 
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IF YOUR LETTERHEAD 
WERE UP FOR RE-ELECTION 


























The campaign speeches would have to be ad- 
dressed to a very critical electorate consisting 
of your office staff and sales staff AND the 
recipients of your letters. How would they vote 
on appearance? What would be the verdict 
in the 13th ward (that's the sales manager's 
desk) on the SELLING message carried by 
your letterhead? Whether or not you vote 
for a newly designed letterhead, print it on 
ADIRONDACK BOND; it comes in brilliant 
white and 12 colors with envelopes to match. 


INTERNATIONAL PAPER COMPANY 
220 East 42nd S-reet, New York, N. Y. 
Branch Offices: BOSTON* CHICAGO*eCLEVELAND 


WRITE TODAY for your copy of new Broadside on 
letterhead efficiency. Address Sales Dept. H 


ADIRONDACK 





AN INTERNATIONAL PAPER VALUE 


Made by the Makers of: ADIRONDACK BOND & LEDGER « INTERNATIONAL MIMEO- 

SCRIPT » INTERNATIONAL DUPLICATOR « BEESWING MANIFOLD «+ TICONDEROGA 

BOOK « TICONDEROGA TEXT « INTERNATIONAL TI-OPAKE « CHAMPLAIN BOOK 
SARATOGA BOOK « SARATOGA COVER « LEXINGTON OFFSET 








Where Else Can You Buy 
LETTERHEADS cx. us: 
lous tf 2a Thousand ! 





Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Lithographing Co. 


(A Subsidiary of Peerless Lithographing Co.) 


Dept. 26 
4311 Diversey Ave. Chicago, Ill. 
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TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers’ most exacting demands — 
Hand-type, Monotype, Linotype. 
...1ons of type of every descrip- 
tion for Electrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
reprint division for quick service. 


KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 








ALSO FOREIGN-LANGUAGE TYPESETTING 
(gL A REE ea RRR 
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HIGHLIGHTS OF DMA DEPARTMENTAL 


June 25 was the day set for the Direct Mail Session at the 36th Annual 
Convention of the Advertising Federation of America, held in Chicago. 
Judging from all reports, it was an interesting session. Of the nine talks 


given at the morning and afternoon meetings, only three reached us in time 


for this issue. Here are abstracts of those three: 


“How to Build Better Employee, Trade, Stockholder, and Public Rela- 
tions by Direct Advertising,” by L. Rohe Walter, Advertising Manager of 
the Flintkote Co., New York, and President of the D.M.A.A. 


Business must devote as much intelligent effort to telling its story as it has to selling 
its products. This telling is the job of public relations, which includes relationship with 
customers, employees, distributors, stockholders, and the general public. 


Direct Advertising plays an effective role in modern public relations because of two 
basic characteristics—its capacity for personalized directness, and the selectivity which 
can be exercised in its distribution. Holding that good public relations, like charity, 
should begin at home, Mr. Walter gave many examples of the following types of direct 
advertising directed to employees, salesmen, stockholders, and trade contacts: 


Job Holders Annual Reports, issued by progressive businesses to show employees 
they are getting a square deal. Such reports discuss problems of management and show, 
usually by means of charts and graphs, what the company made, how they spent it, and 
why. 


House organs of Employees, Sales. or Customer Type, “internal” and “external,” 
provide personal contact and promote mutual interest. Lead to greater understanding 
between departments and customers. 


Stockholders Reports make the stockholders, who are the real owners, real boosters 
and salesmen for the company. 


“Direct Mail—the Sulphanilamide of Advertising Media—a Case His- 
tory,’ by H. D. Valentine, Manager Sales Promotion, The Peoples Gas, Light 
and Coke Company, Chicago. 


A comparison of the value of Direct Mail Advertising to bus ness, with the value of 
sulphanilamide to the medical profession, proved with a case history. 


An extravagant advertising campaign to promote the use of gas for heating homes 
resulted in many sales during the summer and early fall, followed by many removals of 
equipment with winter weather. Management discovered that the cost of heating with 
gas had caused most of the difficulties. 


In spite of the heavy removals, the company had many satisfied customers. Their 
homes were photographed, transcripts of heating costs and testimonials secured. This 
information was assembled in a “Fact Book” that proved immediately effective. 


The “Fact Books” were enlarged and improved each year, and finally carried every 
tvpe of home and location in Chicago. These books now constitute the only promotional 
material used by salesmen in breaking down fears of high operating cost. 


As a utility, this company found Direct Mail ideal for dealer and contractor coopera- 
tion. They developed the “Big Four”, a news magazine that goes to Chicago architects, 
builders, and realtors and explains cooperative policies and records of progress. 


The thorough knowledge of customers’ needs, requirements, desires, and buying 
resistances is used as the basis for deciding all Direct Mail material. 


“Selling a Department Store and Its Merchandise by Direct Mail,” 
by J. B. Keithley, Montgomery Ward, Chicago. 


Most department stores fail to exploit one of their biggest and most profitable 
markets ... charge account and time payment customers. The bulk of the dollar volume 
and profit realized by most department stores is contributed by a relatively small per 
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cent of the customers who pay on time. This market can be made to grow by a care- 
fully planned and well-organized direct mail campaign. Here are some of the things 
Montgomery Ward set out to do when they decided both to develop an organized direct 


mail program and push their Time Payment plan. 


1. Build the bulk of Direct Mail and sales literature to fit Time Payment envelope used 
for monthly statements—to insure maximum use and an economic distribution. 


2. Devise Sales letters to promote new products and to announce arrival of seasonal 
merchandise. 
3. Use similar (planographed) letters to introduce opening of new departments or ex- 


pansion of smaller units. 


4. Use planographed letters, sometimes accompanied by small stuffer or folder, to back 
up newspaper and circular advertising of special offers. 


9. Use two-color offset broadsides to announce to Time Payment customers special sales 
events. This in addition to regular newsprint circulars which blanket entire market. 


6. Set up the planned use of Direct Mail and sales literature as an integral part of each 


line of merchandise’s promotion and provide a definite appropriation in each 6-month 
promotional plan. 


- 


After check'ng use of sales literature, design handouts small enough to fit conveni- 
ently into a woman’s purse or a man’s pocket. 


8. Build selling pieces to do a double-purpose job—inform both customers and em- 
ployees. 


9. Make sure Time Payment Plan is spotted in every piece planned. 


Because they felt it was equally important for the personnel to know what Direct 
Mail and sales literature would do for them, these pieces were properly presented to 
employees. The customer benefit was dramatized in all pieces. and the approach was one 
to make a hero or hero'ne of the prospective customer. 


FOLLOW-UP ON TRAGIC LETTER 


Reporter Elmer Roeper sends us a follow-up on the “tragic letter” which 
was printed in the March REPORTER (remember the fellow who pleaded for 
business because he didn't have any). Several worthy critics criticized us 
for criticizing the tragic letter . . . claiming that it was a good psychological 
appeal. We do not agree. We still think it was a bad letter. 


To make matters worse, in comes a very poorly mimeographed filled-in 
letter on the stationery of a personal “management consultant.” Here's the 
letter, which followed the original appeal for business by only a short space 
of time. 


Having been appointed to effect an audit of the properties of the Blankety-Blank 
Company of Blinkity-Blink, we find it necessary to obtain from you an itemized list of 
your purchases from the Corporation during the year 1939 and the first quarter of 1940. 

We are obliged to ask this favor from you in order to effect a complete audit as 


required. We regret that we must cause you this slight inconvenience and assure you 
that we will appreciate your co-operation. 


We are enclosing a stamped envelope for your reply which may be made on the 
bottom of this letter. 


(Form for listing on bottom of Letterhead) 
Has Direct Mail gotten as bad as that? Will customers be asked to go 
back over their old records and list the purchases made from the seller? 


Some people think of the craziest things! Wonder if our critics think that 
this is still good sales psychology? 
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Names come to Life when you rent 
lists of individuals with knoun 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 


(Division of Dickie-Raymond, lac.) 


La Broad Street boston] 

















THIS COUPON 
FOR OUR 
CATALOG 


Sth Weady ABEL Cohpotalion 


158 EAST 26th STREET, NEW YORK, N 
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' 
Gentlemen: - 
' 


' Please send the EVER READY CATALOG-FREE! 





' Name Title 
- ; 
- Company 


' 
| Address 
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STEPPING UP INQUIRIES 


JOHN PLANK, Advertising Manager of The 
Shelby Salesbook Company, Shelby, Ohio, 
agrees with us on the advisability of typ- 
ing the prospect’s name and address on 
reply cards. He gives us the following 
report: 


“We have been addressographing the 
person’s name and address on the business 
reply card which we enclose in two publi- 
cations mailed to the industrial and de- 
partment store field —the Industrial Forum 
and Department Store Forum. 


“Inquiries have stepped up considerably 
since we have simplified the ntating of 
the reply cards. By meeting the prospect 
more than half way, perhaps we appeal to 
a certain amount of laziness which is in 
us all.” 


A THREE-FOLD APPEAL 


THE FELTERS COMPANY, INC., 210 South 
Street, Boston, Mass., is doing a fine piece 
of industrial advertising with a 24-page 
booklet promoting “Unisorb,” a felt base. 
Title of this 6” x 9” booklet is “Unisorb 
in the Industrial Plant.” Three subtitles 
carry three different departmental appeals: 
“Simplified Machine Installation” for the 
attention of supervision; “Lower Mainten- 
ance Costs” for the attention of manage- 
ment; “Vibration and Noise Control,” for 
the engineering department. The booklet 
is profusely illustrated with photographs 
showing all types of Unisorb installation. 
Last two pages are devoted to a “Data 
Form.” This is a questionnaire asking for 
the information necessary for an accurate 
estimate of Unisorb installation. 


INVOICE LABELS 


vic SAWDON of The Sawdon Company, 230 
Park Avenue, New York City, tells us 
about something we slipped up on. Did 
you know that in mailing parcel post pack- 
ages you could place your invoice in a 
special label envelope and attach that label 
to the outside of the package without pay- 
ing any additional postage on the label? 
The advantage is, of course, that the in- 
voice is immediately called to the atten- 
tion of the recipient and it can be checked 
at once when the package is opened. Vic 
showed us a good circular describing this 
Post Office-approved shipping plan . . . and 
if you are interested write to him for the 
circular. 
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f1imeenwt ADVERT ISIAXG 


Reporter Howard Hovde of the University of Pennsylvania, sends us 
the best example we've ever seen of prompt and effective use of Direct Mail 
to capitalize on a disaster. On June 14th, 1940, Philadelphia had its first 
5-alarm fire in ten years. A lumber yard in the Girard Avenue area caught 
fire and within a short time many business places within adjoining blocks 
were blazing. Among these was the plant of the Walther Printing House, 
3rd Street and Girard Avenue. The fire was on Friday. Tuesday night the 
Walther plant started running again and the first thing printed was a four 
page 514” x 814” circular. Cover read “Would You Like to See Our FIRE?” 
Inside were three dated pictures. One showed the wrecked plant. Another 
pictured conditions on Tuesday morning, and the next showed a picture of 
production resumed Tuesday afternoon. 


Heading on the inside page read “Celebrating Our 75th Anniversary 
... With A Fire.” Here’s the explanation: 


We didn’t plan to celebrate this way, but you must admit the idea is novel, especially 
since the fire made front-page headlines. That was Saturday morning. 


° oe. ° ° 
Today we are back in production again, ready to serve you with the same thoughtful 
service that has characterized the 75 years of our business history. 


May we hear from you soon? 

The back page reproduced the news story from the Philadelphia Record. 
And now the best part of the folder. Inserted in it was a wrapper of 
cardboard bearing lettering “Souvenir—Philadelphia’s first five-alarm fire in 
10 years. June 14, 1940.” The edges of the wrapper were charred. Inside 
the wrapper was a piece of distorted and burned type metal. We think this 
is a good example of the flexibility of Direct Mail and is also a testimonial 
to the courage and initiative of the Walther Printing House. May their 
next 75 years be without a fire. 


MINIATURE LETTERS 


We have been hearing a lot of raves about miniature letters lately. We 
like them, too, but we want to caution our readers about the correct use of 
this diminutive form of Direct Mail. Be sure your product, appeal, and 
copy are consistent with the size of the letter and the impression such a letter 
makes on the receiver. In other words, don’t try to sell a full-grown 
elephant to the executive v.p. of an advertising agency with a 3144” x 14” 
slip of paper. 


After that warning, here are two recent examples of good miniatures. 


The first came in a 2” x 4” muslin bag on which was printed 
“DOMESTIC U.S. MAIL.” Attached to the drawstring of the bag was an 
orange tag bearing the imprint of a postage permit and a typed name and 
address. (CAUTION: Don’t try this same mailing stunt. Reporter H. L. 
Lewis of the Reuben H. Donnelley Corp., New York, who produced this 
piece, tells us that the Post Office Department will not accept this form of 
piece for future mailing. The strings got badly tangled in some cases, in 
spite of special precautions, and the Post Office specifications now require 
that the address tag be stitched (instead of tied) to the bag.) Inside the 
bag was a 114” x 214” blue envelope, windowed to reveal the typed address 
of the filled in letter. Letterhead revealed that this miniature message was 
from Kern’s Service Station, Mineola, New York. (It was changed for all 
Gulf dealers participating. ) 
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Second good example came from The Kenny Press, Inc., Newark, N. J. 
This was in a 2” x 314” hand-addressed, stamped (first class) envelope. 
It read: 

Dear Sirs: 

The size of this letter has nothing to do with its importance. Our desire is to show, 

irrespective of the fact that we operate both letterpress and offset equipment, that also 


we are interested in small work. In other words, while we operate the printing plant 


of tomorrow—to serve you today, we also conduct our business on the economic level 
of 1940 requirements. 

May we have the opportunity of serving you—on either small or LARGE orders? 
Our capacity for service will conform to your demands, and if one of our salesmen is 
not asking for the order at the time you need it, just telephone Mitchell 2-3111. 

We like miniatures like these. 


TO A CUSTOMER WHO STOPS 


George Dugdale of Delane Brown, Inc., Susquehanna Avenue, Towson, 
Maryland, sends us what he thinks is a good letter. If George says anything 
is good . . . it must be good, because he is usually very frank in his 
criticism of anything that doesn’t sound right. George has been dealing 
with the F. W. Dodge Corporation, 119 West 40th Street, New York City, 
for some time, but due to a change in conditions was forced to discontinue 
the service. The letter he received which acknowledged the cancellation is 
the type of letter that holds good-will and makes it easy for the salesman 
to call in two or three months and try for a renewal of business. 


We have appreciated your business and I want you to know it. 
from our customer list with regret. 


I am removing your name 


Each year more and more thousands of firms in the construction industry have found 
Dodge Construction News to be the most direct and reliable means of consummating contracts 
and sales—and this knowledge makes us extremely sensitive to the constant necessity of main- 
taining and improving the scope and value of our services. 

It is extremely unfortunate that our relations must be terminated at a time when our 
facilities for serving you are as complete as they are at the present; moment. More thorough 
coverage, more complete details, more selectivity of type and stage of projects in which you 
are interested, plus the advisability of our enlarged Customers’ Service Department which 
advises on the most efficient and profitable use of “‘news,’” make our present service superior to 
any that we have offered during the last 48 years. 

I sincerely hope that your present decision is only temporary and that I may look forward 
to reinstating your service at an early date. In the meantime, please feel free to call on us 
when you have need for special information concerning your sales problems or the market for 
your products or services. 


ANNOUNCING A NEW BUSINESS 


Your reporter seldom comments on the work of producers, but in this particular 
case we believe that all of you will enjoy reading the announcement of a new business 
enterprise. A _ filled-in multigraphed letter from the Foote Mail Advertising Agency, 
605 Midwest Theatre Building, Oklahoma City, Oklahoma. The trade-mark is a winged 
foot standing tip-toed on a globe of the world from which emanates letters. The slogan 
under the foot is—‘We’re On Our Toes.” Here is the letter: 

Do you remember your first pair of long trousers, or the first date with the girl of 
your dreams. 

... Or, do you remember your first “pay envelope,” after you had labored hard and long, 
thinking Saturday would NEVER come? 

If you can remember one of these instances, and re-live the THRILL AFTER THRILL, 
the funny feeling in your stomach, and the cold shivers running up and down your spine... 

. then you can just begin to appreciate the magnificent feeling of JOY, GRATITUDE 
.. and IMPORTANCE with a capital “‘I’’, that we feel in telling you, our good friend, that... 
DOLLY AND DOUG FOOTE HAVE GONE INTO BUSINESS FOR THEMSELVES, 

. HAVE OPENED A MAIL ADVERTISING AGENCY OF THEIR OWN, 

... AND ASSOCIATED WITH THEM IS RUTH FAWCETT. 

Our names are on the door and the welcome mat is out; our hearts are in our throats, and 
we’re thrilled throughout. 

To properly and efficiently serve YOU is our first obligation. 
3-7555. Call us when you need us. 


Our new phone number is 
You'll find ‘‘we’re on our toes.” 
Cordially yours, 

R. Douglas “Doug” Foote 


’ 


Beatryce “Dolly” Foote 
Reporter’s Note: Enthusiastic copy. Good luck to the Footes and the toes. 
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“BUTCH” 


THE BIG BROTHER MOVEMENT, INC., New 
York City, deserves praise for many fine 
things, and not the least of these is their 
annual report. A 6” x 914” booklet. Cover 
shows a drawing of a little “tough” in a 
slum background, and the title “He was 
the toughest guy on Poil Street.” It’s the 
story of “Butch” who “wore his cap on the 
side of his head and talked out of the 
corner of his mouth.” Butch’s story is the 
story of many boys in similar circumstances 
who are guided and encouraged to better 
lives by the Big Brother Movement. The 
dramatic presentation of this story makes 
an interesting and compelling 
report. 


annual 


JOBS IN ADVERTISING 


THIS ITEM IS SIMPLY to report that... 
The Jobs in Advertising Chart printed in 
the March issue of The Reporter has been 
reproduced by the Bureau of Foreign and 
Domestic Commerce of the United States 
Department of Commerce. It was _ pub- 
lished under The Business Information 
Service. Additional copies may be obtained 
by writing to James W. Young, Director, 
at Washington, D. C. 


Incidentally . we repeat again the 
advice we gave last September. When any 
of you want concise, accurate information 
about business problems, write to R. I. 
Whyte of the Business Information Section, 
Commercial Intelligence Division, Depart- 
ment of Commerce, Washington, D. C., or 
get in touch with the Bureau’s District 
Office in your city. If you have not yet 
found out what the Department of Com- 
merce can supply . . . you may be surprised. 


SPECIAL DELIVERY 


HERE IS A STUNT which may interest some 
of you. Your reporter recently received 
one of his own business reply envelopes 
containing an order for the Direct Mail 
Course. The person sending the order was 
so anxious to get prompt action that he 
placed a special delivery stamp on the 
envelope. It was delivered promptly by 
special delivery messenger at our office. 
We paid the four cents postage due 
charges. The sender paid for the special 
delivery. We had never seen this done 
before . . . and just thought you'd like to 
know about it. The idea might be used 
some way in a promotion stunt ... with 
an offer to refund the special delivery fee. 
Anyway, put it in your Idea File for future 
use. 
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CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 





ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





EQUIPMENT 





SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





EQUIPMENT FOR SALE 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, II. 





LETTERHEADS 





MY ANALYSIS puts individuality in your 
letterhead. Mail yours with two dollars to 
Fred Scheff, Author “Letterhead Design and 
Manufacture,” 68 Nassau Street, New York. 





MAILING LISTS 


MAILING LISTS and PROSPECT LISTS. 
Write for catalog of 6500 classifications. 
TRADE CIRCULAR ADVERTISING 
COMPANY, 25 S. Market Street, Chicago, 
Il. FRA 1182. 





MISCELLANEOUS 
RECIPE FOR RESULTFUL MAILINGS! 
Spice your selling literature with illustra- 
tions—reproduce with Laurel’s Improved 
Process. Economy with no quality sacri- 
fice. 500 (8% x 11”) copies $2.63; addi- 
tional hundreds 22c. Makes some swell 
(sales-producing) dishes—Booklets, Fold- 
ers, Catalogs. Request Free Descriptive 
Manual. In Metropolitan N. Y. ask for 
Representative. Laurel Process, 480 Canal 


ey Fe 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS & SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St.. Chicago, TI. 





SALES LETTERS 





A single mistake in a good sales letter can 
destroy its effectiveness just as a little bag 
of pepper can ruin a carload of bananas. 
It pays to have an expert write your sales 
letters. Lester Meyers, 112 East 17th St.. 
New York. GRamercy 3-1833. 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering’ these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 
@ 72-Hour Service 
@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 














ouse Oreans 


If you sell a repeat 
product or service, 
write for information 


William Feather 


540 Caxton Bldg. Cleveland, O. 














SALES HELPS 





For $1 I will write your classified ad so 
magnetic that it will have to bring busi- 
ness. Jed Scarboro, 10 Wetmore Ave., 
Maplewood, N. J. 





COLOR FOR CASING BOOKLET 


THE INDUSTRIAL MEN who receive the new 
booklet published by the A. O. Smith 
Corp., Milwaukee, Wisconsin, will be re- 
lieved by this modern and _ interesting 
presentation and cheered by its judicious 
use of color. 


It's a 554” x 8%” size, 24 pages with 
cover, printed on coated stock. Title—“How 
to Save on Casing with Safety.” The type 
is clear and easy to read. Cover, chapter 
headings, and marginal drawings are 
printed in red and blue. Back cover is 
double size, folded inside to form a table 
of design data. The whole job is well 
done, and deserves special mention as a 
good example of industrial Direct Mail. 


NEWSPAPER TIE-IN 


YOUR REPORTER is glad to see that The 
Hecht Company, F Street at 7th, Washing- 
ton, D. C., is still using Direct Mail to 
tie-in with their newspaper advertising. 
Latest effort was a card mailed June 22, 
1940 to preferred customer list giving ad- 
vance information on an unusual sale of 
Flexees Corsets. 


Card promised customers they could 
make selections on Tuesday and Wednes- 
day, June 25 and 26, before these Flexees 
are advertised to the public on June 27 in 
newspaper advertising. Customers are 
urged to bring the card with them. 


NEW FORMAT FOR A 
BOOKLET 


ONCE AGAIN well have to congratulate 
American Airlines for bringing out some- 
thing original. The latest booklet deserv- 
ing praise is entitled “More time for fun! 
Go to New England by Air.” The booklet 
itself is 8 pages and measures 744” x 10”. 
The novel feature is that the booklet is 
stitched into a French fold type of jacket. 
That is, to get into the booklet proper you 
must open the jacket cover once and then 
turn the inside flap up. The jacket then 
becomes one large sheet measuring 1414” 
x 18%”. At the top of this inside spread 
is a picturesque or pictorial map of New 
England and also a map of all routes cov- 
ered by American Airlines. The booklet 
itself is stitched onto the bottom right 
quarter of this jacket. As you turn the 
pages of the booklet the map is always 
visible above. It is an interesting piece 
of work and those interested in new for- 
mats or in New England, should obtain a 
copy from American Airlines. 

e 
LETTER CONTEST 
THIS MEMORANDUM is addressed to Pauline 
S. Kirchhoff, Letterwriting Department, 
475-6. Your letter of May 29th, asking us 
for information about Miss _ Virginia 
Young’s article published in our March 
1940 issue, reached us on a plain sheet of 
paper and you forgot to give us your ad- 
dress. Your letter arrived just a day after 
Miss Young herself visited The Direct Mail 
Center on her way to New Orleans. 

You ask about the contests for good 
letters. 

Suggest that you write to Sales Manage- 
ment, 420 Lexington Avenue, New York 
City. 

Also to Dartnell Corporation, 400 Madi- 
son Avenue, New York City. Both or- 
ganizations run frequent contests for better 
letters. 


THE REPORTER 














Ale ener - 


oe 


& In Every Reranch of Lithography 














































t ¥ 

i $ 

€ ; 

so Pd 

4%% re year t << g 
+? a S 


op tO ihe 
, 4.78" ** 
or 





9 Fe ed 
as 





405 HUDSON STREET « CANAL 6-7545 ¢- NEW YORK, N. Y. 


¢ Lee 





RALPH C.COXHEAD CORPORATION 


333 Sixth Ave. 


WHAT HAPPENED WHEN DUNCAN GOT A TICKET 


MERRY MONTH OF MAY 

Vari-Typer sales last month soared to a new peak 
in our history (you may refer this to the Ho-Hum 
Department - but we think it's swell), principally 
for the following reason: 

Vari-Typer has proved itself to the business 
world. To our claims of economical office compo- 
Sition with improved appearance, we have at times 
received what in polite circles are termed "negative 
responses." We're past that stage now! 

We have gone on our quiet way, making thousands 
of demonstrations, proving the many, many differ- 
ent applications on the same machine, making sur- 
veys of possible savings which have finally ex- 
ceeded our claims, winning a place for Vari-Typer 
in the reproduction field....but why go on! 

It may be that we have grown too enthusiastic 
from reading our testimonial letters, but last 
month's record bears us out. Vari-Typer fas proved 
itself. 


FLASH - AN OPPORTUNIST 

Our Elbert Duncan is an opportunist! 

"Dunc" parked his car - incorrectly - shall we 
say. An alert officer of the law pounced on the 
opportunity and gladly wrote out a summons....to 
appear at such and such a court and pay thereby a 
sum of money for said misdemeanor. 


An ordinary mortal would have entered quietly, 
paid his fine, and departed quickly. Not Dunc! 

He entered with a gleam in his eye. Nnmediately 
he spotted a list of cases coming up in civil and 
criminal courts,that was composed ona special type- 
writer and mimeographed. “Incorrect parking", snorted 


” 


Dunc, why look at that incorrect reproduction! 


He paid his fine,went towork on the Chief Clerk 
and convinced him of the savings that would be made 
by installing Vari-Typer. 

To quote George Kouch's letter, “demonstration 
took place Monday, specimens submitted Tuesday and 
the order was mailed to you Wednesday." 

It's just a thought...but we can easily picture 
our representatives, upon hearing this, hastily 
driving to the nearest Police Station and parking 
right smack in front of the place and then selling 
the Police Department Vari-Typers. 


HOW TO SAY IT 
It's difficult to tell someone how to tie a bow 
tie...or hard to explain just what a familiar word 
means exactly, and it's pretty tough to boil down 
a definitien of Vari-Typer. 
However, we have one which we think covers the 
Vari-Typer, without an unnecessary word: 


"The Vari-Typer Electric Composing Type Writer is 
a low - cost, compact Office Composing Machine with 
a simple keyboard, operated (after instructions) by 
any competent typist, employing a wide selection of 
type faces and variable spacing for the rapid, eco- 
nomical preparation of distinctive copy for all 
modern processes of reproduction. 


Of course this is really onlyastarter. It takes 
many more words to tell ALL that the Vari-Typer can 
do. Our experience has been that a demonstration, 
Showing how quickly and easily types are changed, 
or showing the Automatic Justifier stretching a 
line as if by magic, tells more than a thousand 
words. It's the SIMPLICITY of the machine which 
finally strikes a prospect. 


NEW SECRETARIAL MODEL 
Commemorating the 60th anniversary of the in- 
vention of a writing machine with changeable types 
(Vari-Typer was formerly called the Hammond).... 
we present a new Secretarial Model bringing the 
advantages of Vari-Typer into a new price range. 
We have an attractive two-color, die-cut folder 


describing the Secretarial Model ready for you.. 


Send for a supply now, as lots of prospects are 
going to want them. 

The Secretarial Model is ideal for writing sten- 
cils...typing distinctive correspondence....typing 
cards (library) or other special sized stock.... 
writing financial statements....preparing master 
copy for gelatin or spirit duplicators....and many 
other uses employing foreign or special types. 


SEND FOR DEMONSTRATION PORTFOLIO 

This page graphically demonstrates what can be 
done on the Vari-Typer (instantly changeable type, 
uniform impression, and automatically justified 
columns). We'd like to send you our new Demonstra- 
tion Portfolio “How You Profit by Using Vari-Typer" 
with specimens that demonstrate its advantages. 
No obligation, of course. 


WE'RE USTNG OUR REGULAR BULLETIN FORM TO GIVE THIS DEMONSTRATION TO READERS OF "THE. REPORTER" 


New York, N. Y. 
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